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Rough Proofs 


Quin Ryan says that an advertiser 
proadeasting a Joe Louis fight here- 
after ought to make arrangements 
for a station break announcement 
and let it go at that. 


— oe 3 


Thurman Arnold, the well-known 
trust-buster, attributes “In the be- 
ginning was the Word” to the Old 
Testament in his “Folklore of Capi- 
talism.” Maybe this is part of Mr. 
Arnold’s private folklore. 


7. Vv F 


Bill Wachtel, of Calvert, says 
most liquor advertising is asinine. 
Another result of attempting to get 
the copy down on a level with the 
regular customers? 


7 VF FT 


The New Haven Railroad, a cor- 
respondent points out, illustrates an 
ad with a picture of a left-handed 
catcher. Maybe the artist hails 
from Brooklyn. 


— ae | 


Sales of diamond rings are off 40 
per cent, mourns the jewelry trade. 
Smart girls are using the money for 
the down payment on the furniture 
instead of decorating their left 
hands with a circlet which leaves 
marriage in the hope-chest. 


i 


In spite of all the brickbats, the 
American Medical Association offi- 
cially resolves that it “is in com- 
plete harmony as to purposes and 
objectives.” The writer of that 
should be signed up quick by the 
Democratic national committee. 


oa 


In spite of Secretary Wallace’s de- 
termination to be the farmer’s 
Santa Claus, recent surveys show 
that in that field he is far from pop- 
ular. Maybe he’s another case for 
Listerine. 

v 


, ¥ 


Aqua-Gog is a new type of spec- 
tacle for swimmers. After looking 
over the current crop of bathing 
beauties, the sales manager decided 
it couldn't miss. 

v 


vy 


Rough Proofs is prepared to re- 
fute the rumor that the restaurant 


WINDOW DISPLAY 
PRE-TESTING IS 
NEW OBJECTIVE 


Display Association Will 
Develop Technique 


Washington, D. C., June 30.— 
Projected development of its own 
“Townsend” system for pre-checking 
window displays emerged today as a 
major highlight of the convention 
staged here this week by the Inter- 
national Association of Display Men. 

Stimulating interest in this study 
—soon to appear in book form—was 
an address by Secretary of Com- 
merce Daniel C. Roper emphasizing 
the present-day need for effective 
display advertising as a vital force 
in increasing retail sales and thereby 
improving general business condi- 
tions. Among the display experts on 
the program which concluded today 
were Frank W. Spaeth, vice-presi- 
dent, W. L. Stensgaard & Associates, 
Chicago, and F. Raymond Johnson, 
president of Bonwit Teller Company, 
Philadelphia. 


To Scan Tangible Factors 


The IADM committee to determine 
the formula for evaluating window 
displays reported that its four 
months’ work had emphasized the 
need for separation of the intangible 
and tangible factors in window dis- 
play preparation and that the pro- 
jected study will be confined to the 
latter. 

Intangibles, as listed in the report 
prepared by committee chairman 
Vernon H. Jones, W. L. Stensgaard 
& Associates, Chicago, include such 
varying factors as store character, 
store policy, merchandise appeal, 
seasonal demand, price lines, 
weather conditions, location of win- 
dow and customer peculiarities. 

Because of these intangibles, Mr. 
Jones said that it is not expected 

(Continued on Page 6) 


State Officers 


Hit Trade-Mark 
Registry Plan 


Louisville, June 29.—Advertisers 
scored a victory here, for the time 


chain which distributes millions of 
hamburgers is a wholly-owned sub- 
sidiary of Tums. 
a a 
Though the customers’ booed, 


Dauber and Seabiscuit were| 
scratched out of important races in 
Which they had been advertised to 
Maybe Max Schmeling should 
have thought of this first. 


a 


un 


They're putting on a successful 
advertising campaign for hash, it is 
reported in ApvVERTISING AcE. And 
Still they say the day of miracles 
has passed. 

v v v 


The funny thing about it all is 
takes a national campaign 
| lots of ballyhoo to sell the pub- 
the self-evident proposition 
‘at Sales make jobs. 


it 


‘ or 
tl 


— or 


haughty American League 
team is coming into view, 
' Van Der Meer will be happy to 
Y David against their Goliath. 


The 


Star 


Copy Cur. 


being at least, when the National 
Association of Secretaries of State 
| went on record as opposing manda- 
|tory state trade-mark registration. 
An attempt to hold the subject in 
committee was defeated, opponents 
of the legislation demanding that the 
question be disposed of. 

The Association of National Adver- 
tisers, which has fought the trade 
mark proposals consistently, was 
represented at the meeting. 


DIRECTORY OF FEATURES 


Ad-libbing . 12 
Basic Business Index. 24 
Coming Conventions 15 


Editorials 12 


“Jantzen Girl” Turns 
Out to Be Mrs. Boss! 


Portland, Ore., June 30.—The 
original “Jantzen Girl,” who 
modeled for the swimming suit 
company’s first advertisements, 
thereby helping to advance the 
firm to No. 1 position in its 
field, was none other than Mrs. 
Carl C. Jantzen, wife of the 
manufacturer, it was revealed 
today. The fact was disclosed 
during the course of a suit (at 


law) in which Mr. Jantzen 
charged the federal govern- 
ment with having collected 


erroneously $24,921.29 as addi- 
tional income tax in 1928. 


Fall Outlook 
Gives Networks 
a Cheery Glow 


New York, June 30.—Blue skies 
ahead for the radio networks was 
indicated here today when it was 
revealed by Columbia Broadcasting 
System, National Broadcasting Com- 
pany and Mutual - Broadcasting 
System that signed contracts now in 
hand point to excellent fall business. 

CBS, now closing the biggest six- 
month period in its history, an- 
nounced today that contracts for 
future business represent a 175 per 
cent gain over last year’s compara- 
ble period. New fall business, over 
and above renewal and resumption 
contracts, totals nearly $2,500,000. 

On the basis of preliminary esti- 
mates, CBS figures its first-half busi- 
ness as about five per cent higher 
than last year. NBC reported a five- 
month upturn of 5.2 per cent, with 
the probability that the June total 
will raise the percentage gain to about 
6 per cent. Mutual billings were up 
8.7 per cent for the first five months, 

New NBC shows definitely slated 
to bow in the autumn include a half- 
hour program for Grove Labora- 
tories, and a show to be aired over 
a split Mid-western network for 
Ballard & Ballard Company, Louis- 
ville, leading Southern flour miller. 


WEST COAST LEADER 


Harold R. Deal, Tide Water Associated 
Oil Company, San Francisco, who was 
elected president of the PACA. 


FORWARD VIEW 
KEYS PACIFIC 
COAST MEETING 


Gimbel Expert, Other Notables 
Share Spotlight 


Los Angeles, June 20.~Viestenste 
urging advertisers to get on the 
offensive rather than defensive side 
of the business picture, Kenneth 
Collins, vice-president of Gimbel 
Brothers, New York, told the Pacific 
Advertising Clubs Association con- 
vention here Monday that the worst 
mistake America can make is the 
assumption that a recession in busi- 
ness also means a recession in 
human wants. 

Mr. Collins was one of the first 
guest speakers in a program includ- 
ing many advertising notables, and 
the convention went on record as 
the largest in history. Others on 
the program during the first day’s 
sessions included Lou Koch, incum- 

(Continued on Page 23) 


Last Minute News Flashes 


$1,000,000 Budget for Anthracite Industries 


New York, July 1.—Anthracite Industries, Inc., will continue its cam- 
paign to gain a larger share of the fuel market for Pennsylvania hard 


coal producers with a $1,000,000 bu 


Ernest, Jr., said today upon his re-election as president. 


go toward newspaper advertising, r 


dget for the coming year, Frank W. 
The budget will 
esearch and dealer education. 


Korn Gets Kasko 


Philadelphia, July 1.—Kasko 


will utilize newspapers as the domi 


placed its account with J. M. Korn & Co. 


Distillers Account 


Distillers Products Corporation has 
A campaign now being planned 
nant medium. 


to become copy chief of Cecil, 


Kennedy to Handle DeSoto and TWA Copy 


New York, July 1—James Kennedy, Jr., has rejoined J. Stirling Getch- 
ell, Inc., to handle copy on DeSoto and TWA. 


He left the agency in 1933 


Warwick & Legler, and later copy group 


by Hitz Hotel Chain 


effective July 5, Ralph Hitz announced to- 


Inc., has resigned as agency for the 


Rigid Copy Requirements 
Seen as FTC Cracks Down 


Lifebuoy, Lux, Jergens Or- 
dered to Changs many 


Copy Appeals 


New York, July 1.—The Federal 
Trade Commission is assuming an 
increasingly stern attitude toward 
claims made by national advertis- 
ers, it was felt in advertising cir- 
cles this week, following the dis- 
closure that stipulations have been 
signed by the makers of Lifebuoy 
soap, Lux toilet soap and flakes, 
and Jergen’s lotion, which may 
erase from the merchandising scene 
some of the most popular appeals 
of recent years. 

In its action against Lever 
Brothers, the FTC trained its guns 
on the basic “B.O.” theme that has 
featured Lifebuoy copy; the abil- 
ity of Lux toilet soap to “keep 
skins flawless” because it is “com- 
pounded especially” to guard 
against cosmetic skin; and the abil- 
ity of Lux flakes to “make cloth 
look newer.” In the Andrew Jer- 
gens Company case fault was found 
with the claim that the lotion “will 
restore the natural oils or moisture 
to the hands.” 


Objections to Soap Copy 


Specific copy expressions to which 
the FTC took exception were as fol- 
lows: 

Lifebuoy Soap— 

“Remember—this special ingredi- 
ent not only gets rid of the cause 
of ‘B. 0.’—” 

- . it penetrates deep into the 
pores.” 

“Its deep-cleansing lather gently 
rids pores of impurities.” 

“Ladies, I'll tell you how to keep 
your skin fresh and clear as a 
baby’s—” 

“Lifebuoy penetrates the pores, 
purifies, stops ‘B. O.’” 

“Remember, germs of 27 diseases 
are spread by hands alone.” 

“|. . Safely, surely eliminates 
. & Oo.’ ” 

. deeply penetrates the pores 
—rids them of odorous waste— 
really purifies them!” 

“I find Lifebuoy is simply mar- 
velous for the complexion too! 
Keeps it clear and smooth, radiant 
with health!” 

“My skin’s improved 100 per cent 
since I’ve been using Lifebuoy! It’s 
never dull or blotchy any more.” 

“The same purifying ingredient 
that makes the lather more pene- 


trating, makes it milder, too.” 
Lux Flakes— 
“Puts new life into fabrics.” 


“Lux puts a feeling of newness— 
life—into materials that lok and 
feel dead. I know that when Lux 
makes cloth look newer, it must 
really be renewing it. I call Lux 
‘the monkey-gland treatment.’” 

Lux Toilet Soap— 

“This care keeps million-dollar 
complexions flawless!” 

“It’s the soap 9 out of 10 screen 
stars use to keep skin flawless.” 

“Its ACTIVE lather goes deep 
into the pores.” 

“The ACTIVE lather of this fine 
soap sinks deep into the pores.” 

“You'll like the way Lux Toilet 
Soap keeps skin clear, smooth, 
fresh-looking.” 

“To protect your skin—keep it al- 
ways smooth and clear.” 

“Thousands and thousands of wo- 


Getting Personal 20 | head for J. Walter Thompson Company, Chicago. 
Information for Advertisers 12 M cumtane a 
axon Appointed 
— Ravtow of She 7) New York, July 1.—National Hotel Management Company has ap- 
- pointed Maxon, Inc., as agency, 
Rough Proofs !| day. Effective immediately, Maxon, 
Voice of the Advertiser 16| Stevens Hotel, Chicago. 


(Continued on Page 25) 
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July 4, 1938 


ADVERTISING AGE 


Bureau Issues 
Ist in Series 
of Successes 


New York, June 29.—First of a 


new series of advertisements to sell 
newspaper space was released this | 
week to members of the Bureau of | 
Advertising, American Newspaper | 
Publishers Association. A success | 
story on Rogers Peet, retailer of | 
men’s clothes, was featured. 

The initial copy is full-page size 
and contains a reproduction of a 
Rogers Peet advertisement which ap- | 
peared in New York newpaspers tell- 
ing of the company’s sales gains for 
the first four months of 1938. A let- 
ter to the bureau from Robert M. 
Ferns, advertising manager, is also 
reprinted, telling of the company’s 
experiences. 

Space is left at, the bottom of the 
layout, which is signed by the bu- 
reau, for the name of the sponsor- 
ing paper. Next copy to be released 
will feature a national advertiser. 


} 


Agency for Pinoleum 
The Pinoleum Company, New York, 
has placed its advertising account 


with Noyes & Sproul, Inc., New York. 


COMPILE PANTRY 
SHELF DATA IN 
SIXTEEN CITIES 


| 
53,000 Housewives List 
Brands in Use 


New York, July 1.—Added proot | 
that the nation’s housewives are not | 
cast from the same mold, and that 
Mrs. Consumer on the West Coast 
| 
| 


may have an entirely different set 


lof buying habits and brand prefer- 


ences from her sister housewife in 
the East, was supplied here today 
when Scripps-Howard Newspapers 
announced first results in a national | 
home inventory. | 

One of the largest scale “pantry | 
shelf” studies ever attempted, re- | 
ports were received from over 53,- | 
000 housewives in 16 Scripps-How- | 
ard cities from the District of Co- | 
lumbia to California. More than | 


500 questions were on the list, Cov- | 
including | 


ering 134 commodities, 


“We know Magazine has real 
reader interest. Our distributors and 
jobbers appreciate its addition to the 
Pyroil advertising schedule.” 


T. B. GANTENBEIN, 
General Manager, 
PYROIL COMPANY 


This is one of a series of adver- ) 
lisements reporting opinions of 
some of the 1938 LIFE advertisers > 
who are responsible for the adver- 


tising progress shown below. 
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'S ADVERTISING REGORD:. 


‘1.518,400 
'3.047,200 


“APPEAL TO SIX MILLION TOURISTS 


WISCONSIN JEPARTWENT OF AGRICULTURE AND MARKETS < WAUISN WISCONSIN 


Wisconsin's department of agriculture and markets believes in merchandising the 
state's products to summer visitors, between four and six million of whom are 


expected this summer. 


This cheese display is a 24-sheet poster, a companion 


piece to a similar layout on Wisconsin butter. 


foods, drugs, wearing apparel, fur- 
niture, automobiles, tires, gasoline, 


and motor oil. 


Wide Variations Shown 


The survey revealed that such 
much-advertised names as Kraft, 
Campbell, Pond’s, Gillette, and Phil- 
co dominate their fields in each of 
the cities studied. Among the prod- 
uct classifications in which there 
are wide fluctuations in different 
communities are baking powder, 
tea, coffee, ginger ale, oleomar- 


| garine, lard, hot and cold cereals, 
| Sugar, bar laundry soap, and skin 
| creams. 

_ Among all-purpose flours, Gold 
Medal is a consistent leader with 
37.7 per cent of the market studied, 
followed by Pillsbury with 14 per 
cent. Swansdown dominates. the 
cake flour field with 66.2 per cent of 
the homes. Aunt Jemima held a 
corresponding position in pancake 
flour, trailed by Pillsbury. 

Calumet topped the baking pow- 
der field with 39.6 per cent of the 
market, with Royal second, and 
Clabber Girl and Rumford next. 
Calumet made a strong showing 
everywhere except in the South, 
where Clabber Girl provided strong 
competition. 

Of the families reporting, 59.7 
per cent have mechanical refrigera- 
tors; 84.2 per cent home radios and 
15 per cent car radios; 41.4 per cent 
safety razors and nine per cent elec- 
tric shavers; 69 per cent tooth 
brushes; 68.4 per cent automobiles; 
82 per cent face powder and 58 per 
cert lipsticks; 27.7 per cent ginger 
ale and 27.7 per cent other carbon- 


ated beverages. 
Coca-Cola Far in Front 


Among the brand preferences in 
beverages, the carbonated field was 
the only one to present a consist- 
ent picture. Coca-Cola dominated 
the market with 43.1 per cent of the 
total. The coffee, tea, and ginger 
ale industries were all upset by lo- 
cal competition. Leaders in the 16- 
city tabulation were Eight O’Clock 
coffee, Lipton tea, and Canada Dry 
ginger ale. 

Mother’s Oats was the leading hot 
cereal with a 21.8 per cent rating, 
followed by Cream of Wheat, and 
Quaker Oats. Hot cereals were 
slightly more popular than cold 
cereals, and 62.1 per cent of the 
homes had both on hand. The dry 
cereal picture was scrambled, with 
Wheaties, Shredded Wheat, Kel- 
loge’s Corn Flakes, Post Toasties, 
Kellogg’s Rice Crispies, Quaker 
Puffed Wheat, and Kellogg’s All 
Bran, all bunched in that order from 
12.4 to 5.1 per cent. 

Jack Frost topped Domino in both 
granulated and lump sugar, and 
Swift held a sizable lead over Ar- 
mour in both cured hams and pack- 
aged sliced bacon. 
gelatin dessert field 
cent as a 16-city average, against 
| Royal’s 23.5 per cent. Leaders in 
|the various divisions of the soap 
field were Fels-Naptha, Oxydol, 
Lifebuoy, Old Dutch, and Chipso. 

The most jumbled competitive sit- 
uation was revealed in skin and tis- 
sue creams. No less than 21 brands 


with 57.6 per 


|city market, and the leader, Elmo, 
|had but 7.6 per cent. Close behind 
were Pond’s with 7.3 per cent, and 
Woodbury with 6.0 per cent. Cutex 
|spreadeagled the nail polish field, 
but Luxor was a scant favorite over 
Max Factor and Lady Esther in 
rouge. 

Of the nine per cent of the homes 
|in which there are electric razors, 
70.5 per cent have a Schick and 18.7 
'a Packard. Palmolive was a consist- 
lent leader in 
as was 


Barbasol in the brushless 
Ipana nosed out Colgate and 
Pepsodent in a tooth paste field dis- 


class 


tinguished by its steady pattern. 
Of the 89.4 per cent of the homes 
boasting tooth paste or powder, 


paste led with 64.6 per cent of the 
market. Dr. Lyon’s was the leading 
|powder, and Dr. West the most 
| popular brush 


JOINT EFFORT 
‘URGED FOR ALL 
RETAIL GROUPS 


NRDGA Also Hears Plea for 
Aggressive Selling 


Cincinnati, June 30—A demand 
that retailers of all types join 
forces in bettering retailing’s place 
in our economic system and a sug- 
gestion that private enterprise, as 
represented by retailers, re-assert 
its initiative in discarding “fear 
shackles” to move forward aggres- 
sively, featured the convention 
staged here this week by the Na- 
tional Retail Dry Goods Association. 

Other highlights of the conclave 
which concluded today were a com- 
parison of retail and national ad- 
vertising techniques and an analysis 
of new trends in merchandising. 

Among those on the program 
were Saul Cohn, president of the 
City Stores Company, New York, 
and of the association; Malcolm P. 
McNair, professor of marketing, 
Harvard University; James W. 
Petty, Jr., publicity director of H. 
& §S. Pogue Company, Cincinnati, 
and W. E. Miller, merchandise man- 
ager of William Taylor Son & Co., 
Cleveland. 


Rap “Destructive” Taxes 


Mr. Cohn asserted that while re- 
tailing had been highly effective in 
promoting legislation during the 
last three years, “that legislation 
does not have a philosophy which is 
for the benefit of retailing in gen- 
eral. 

“Retailers both large and small 
should take a firm stand against 
taxation which has as its objective 
the destruction of any type of busi- 
ness,” he declared, referring to the 
proposed Patman chain store tax. 
Unless this view is adopted, Mr. 
Cohn predicted that retailing would 
come to be looked upon by govern- 
ment as an “easy” source of tax 
revenue. 

“While retailing is by no means 
sufficiently mobilized to thoroughly 
establish its position or to gener- 
ally carry out policies of long term 
public relations as an industry,” he 
said, “there are encouraging de- 
velopments which may tend to 
bring about this desirable coordina- 
tion between retailers.” 

An example of this, Mr. Cohn 
added, is the vendors’ relations 
committee of the NRDGA whose 
sole objective is establishment of 
satisfactory and reasonable accord 
with organizations representing the 
association’s vendors. 


Jell-O paced the | 


had at least one per cent of the 16-| 


lather shaving cream, | 


Assailing what he termed a 
politically inspired vflewpoint—the 
belief that public spending in- 


creases consumer purchasing power— 
Prof. McNair declared that the only 
real purchasing power comes from 
production. 


| 


Aloof Attitude Foolish 


Nevertheless, he asserted that it 
lis foolish for business to adopt 
an “aloof” attitude and wait for a 
change in administration. “A cau- 
tious, wait and see attitude on the 
part of business will inevitably 
make the situation worse,” he said. 
i*There is in truth only one road 
|open to business, and that is the 
| confident and full re-assertion of 
private initiative. 

“This means unremitting search 
|for development of new products, 
|improvement in production and 
lowering of distributive costs. It 
means keeping up the pressure of 
sales promotion and courage to pro- 
ceed with expansion without worry- 
(Continued on Page 24) 


IDEAS ano UNITS 


FOR MOTION DISPLAYS 


and partr 
Motion Displays We are aleo ex 
Motion Display Ideas 


We manufacture various priced units 
for operating 
perts n working out 


WRITE FOR BOOKLET 
THE AMERICAN DISPLAY CO.. DAYTON, OHIO 
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_- nomads who followed that advice 


4000 years ago are still nomads. 


In America today business is largely a matter of 
contidence — cf reputation. People still want to know 


what was said but they also want to know who said it. 


The radio advertiser furnishes the words of the 


sales message but the voice is the voice of the radio 


station. And if the audience does not have confidence 


in that voice, the weight of the words is wasted. 


Experienced advertisers have found that the repu- 
tations enjoyed by these radio stations have made 


them doubly effective on Spot Broadcasting schedules. 


WSB Atlanta NBC 
WAGA| Atlanta NBC 
WFBR Baltimore NBC 
WAAB | Boston MBS 
WNAC}| Boston NBC 
WICC Bridgeport NBC 
‘WEBR | Buffalo NBC 
WBEN Buffalo NBC 
WGAR]| Cleveland CBS 
WFAA | Dallas NBC 
WBAP | Fort Worth NBC 
KVOD Denver NBC 
WIR Detroit CBS 
KPRC Houston NBC 
WFBM | Indianapolis CBS 
WDAF | Kansas City NBC 
KARK | Little Rock NBC 
KFI Los Angeles NBC 
KECA Los Angeles NBC 
‘WHAS | Louisville CBS 
WLLH | Lowell-Lawrence} MBS 
WTMJ Milwaukee NBC 
KSTP | Minneapolis-St.Pau]} NBC 
‘WSM | Nashville NBC 
WSMB | New Orleans NBC 
WTAR | Norfolk NBC 
KGW Portland, Ore. NBC 
‘KEX Portland, Ore. NBC 
WEAN | Providence NBC 
WRTD Richmond, Va. NBC 
KSL Salt Lake City CBS 
WOAI |_ San Antonio NBC 
KOMO | Seattle NBC 
KJR Seattle NBC 
KHQ Spokane NBC 
KGA Spokane NBC 
WMAS | _ Springfield CBS 
KVOO Tulsa NBC 
KFH Wichita CBS 
Also 


THE YANKEE NETWORK 
THE COLONIAL NETWORK 


TEXAS QUALITY NETWORK 


Represented throughout the United States by 


INCORPORATED 


NEW YORK e CHICAGO e 
LOS ANGELES . 


DETROIT 
SAN FRANCISCO 


EDWARD PETRY & CO. 
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Advertising Produces 
Profits 


The Second of a Series of 1938 Success Stories 


Oakite Pushes On With 
Most Extensive Budget 


New York, June 30.—Spurred ahead 
by the powerful combination of mer- 
chandising ingenuity and business 
courage, Oakite Products, Inc., cleans- 
er manufacturer, is pushing its sales 
figures constantly upward this year, 
assisted to a substantial degree by 
the largest advertising budget in the 
company’s 30-year history. 

Hard on the heels of 
ambitious spring effort, Oakite re- 
leased a summer campaign a fort- 
night ago which is likewise exceed- 
ing all past promotions for this sea- 
son of the year. In addition, the 
drive was launched despite the fact 
that this is generally considered a 


its most 


slack selling period for cleansers. 


For the calendar year 1938, news- 


paper advertising of Oakite has been 
increased 67 per cent, trade paper 
promotion 15 per cent, and radio 14 
per cent. In all of these media, 
plus store display material, the trade- 
marked character, “Okey Oakite” will 
carry the selling message. 


Trade Figure Flourishes 


Okey Oakite, described as “a whim- 
sical little sailor lad who helps house- 
wives with cleaning,” has been the 
keystone of all Oakite merchandising 
efforts since his creation three years 
ago. His purpose is to “put a smile 
into the otherwise distasteful task 
of cleaning.” 

Merchandising efforts of Oakite are 
not confined to straight advertising. 


. yet they are important to 
every manufacturer selling 
in the British market 


Ave AN ADVERTISERS have been accustomed 
to thinking of newspapers when looking 
for extensive coverage in England. Only a few 
—and among those few are some of the most 


successful American lines in 


Radio Times, 
erage circulation of 3 


i’) , 


complete national coverage than any English 


daily newspaper. 


Kngland—have 
learned that there is a magazine which reaches 
one family in every four in Great Britain. 
with its guaranteed weekly av 


> Ct ples, gives more 


SHOWMANSHIP 


Dramatized stunts are often employed to 

impress salesmen and prospects with the 

cleanser's qualities. This “Eskimo” used 

ice cubes to prove that warm water isn't 

needed for good results. (Other picture 
on Page 25.) 


Under the direction of Frank A. 
Conolly, merchandising manager, a 
series of sales meetings are held 
each year. These get-togethers are 
no ordinary sessions, for the dynamic 
personality of Mr. Conolly himself 


Radio T 


are turned on. 6 


The 


Director, 
Publications, 


Place, W. 


Moreover, the Radio Times takes your mes- 


sage into a greater number of better class homes 
than any other publication in England. Each 


issue goes to more than 1, 


And an 


advertiser vent in the 


lasts tor over a week. Published by the 


oO tamilies with 
a high level of purchasing power. 


Kellogg's Cereals 


Pond’s Creams 


Radio Times Phitce Radics 
Phillips Milk of Magnesia 
British Libby's 100 Foods 


formation on why “* 
Times 1s a national campaign for a week,” or 
tor tuller information, 
British 
Broadcasting House, 
1, London, 


Sun-Maid Raisins 


“4 Recs’ 


Fe ew v American (Os 


CORONATION 
COACH PASSING 
UNDER THE 
ADMIRALTY ARCH 


sroadcasting Corporation, which controls every 
radio broadcasting station in Great Britain, the 
imes 1s the only publication allowed to 
print complete ri 
go’: of all Radio’ 
ing the entire week . . 


idio programmes in advance. 
limes readers refer to it dur- 
. every time their sets 


s are still reading their copy 
© days after they first obtained it. 
from an independent survey, 


(ligures 
March 1937 


\sk your advertising agency to give you in- 


One insertion in the Radio 


, 
write to: Advertisement 
Broadcasting Corporation 
Portland 


England. 


Leading American Firms whose Products are 
advertised in the RADIO TIMES: 


Kolynos Dental Cream 
Del Monte Fruits 

Ford Motor Cars 

Hoover Vacuum Cleaners 
Kraft Cheese 

Remington Typewriters 


serves to lift them from the run-of- 
the-mine class. 

Showmanship plays a significant 
part in these gatherings. For ex- 
ample, at the most recent meeting 
here, Mr. Conolly dramatized the abil- 
ity of Oakite to clean under the most 
trying conditions by dressing up a 
man as an Eskimo and having him 
clean a variety of objects with water 
obtained by allowing ice cubes to 
melt, all before the incredulous eyes 
of company representatives. 

Even in “party” hours during sales 
meetings, Mr. Conolly’s efforts toward 
merchandising Oakite to the sales- 
men do not cease. He once took a 
large party of sales representatives 
to the Hotel New Yorker to see the 
ice show, and who should come skat- 
ing out on the ice but Okey Oakite 
himself! 

Product Used at Pole 


Mr. Conolly is a member of the 
Explorers Club, and he even capital- 
izes upon his hobby in merchandis- 
ing his product. Admiral Richard E. 
Byrd, for example, has carried Oakite 
on his trips to far-off places and had 
Oakite with him in those trying 
months which he spent alone and 
near death at the South Pole. 

Oakite was used to clean the fabric 
of the balloon which ascended to the 
highest altitude ever reached, over 
Nebraska several years ago, and this 
fact as well as the other similar oc- 
casions when Oakite has been used in 
an unusual way have all been pub- 
licized to the trade to drive home the 
company slogan, “Cleans a Million 
Things.” 

Mr. Conolly, and the Oakite agency, 
Calkins & Holden, Inc., are firm be- 
lievers in the virtue of business pa- 
per advertising. At last count, 65 
such publications were on the Oakite 
schedule. It is through these media, 
together with point-of-purchase dis- 
plays, that the “stunt uses” of the 
cleaner are publicized. 

No one at the Oakite headquarters 
knows the meaning of the words 
“depression” and “recession.” With 
sales booming despite the supposed 
“hard times,” everyone is busy with 
sales increases. Perhaps another rea- 
son for Oakite’s outstanding record is 
the structure of the company. Oak- 
ite is “company owned,” and an up- 
ward turn in the sales curve is re- 
flected in the condition of employe 
pocketbooks. “Prosperity for the 
company means prosperity for the 
workers,” is the slogan. 


Recession Called Blessing 


As far as the current condition of 
the business index is concerned, peo- 
ple at Oakite consider the recession a 
boon in disguise. For while com- 
petitors in their crowded field are re- 
ducing advertising, laying off men, 
and generally adopting a defeatist 
attitude, Oakite increases its staff, 
its advertising, has faith in the fu- 
ture—and compiles an outstanding 
sales record. 

Typical of the Oakite attitude was 
the plan followed in the first month 
of this year. January is considered 
a “coasting month” by most manu- 
facturers, a period during which re- 
sults are reviewed and plans pro- 
jected. Not so with Oakite. The 
company had never advertised in 
newspapers in January before, but 
a nation-wide “white sale” campaign 
was launched in newspapers. Re- 
sults were little short of sensational, 
with January sales zooming 37 per 
cent over the 1937 figure. 

Oakite has enjoyed national dis- 
tribution for years, but its merchan- 
dising policy involves going into a 
territory and expanding it by intensi- 
fied effort. Florida is the latest mar- 
ket to gain this emphasis. 


Jingles play a major role in Oakite | 


advertising. The typical Oakite in- 
sertion in newspapers is two col- 
umns, 42 lines, and pictures Okey 
cleaning one of “a million things.” 
A humorous jingle describes that 
use in a few words. One sample of 
these jingles is: “Screens get dusty 


in the cellar, Oakite cleans ’em, ‘atta 
| feller!” 
Mr. Conolly and Account Execu- 


tive Harold Schmeck 
ite’s success to “faith backed up by 
paid promotion.” The excellent busi- 
ness now being enjoyed is attribut- 
able not only to today’s extensive 
advertising, but also to “the stage- 
by-stage cumulative effect of years of 
national advertising.” 


attribute Oak- | 


STARTS DRIVE 
FOR CHEERFUL 
NEWS COLUMNS 


Sampson Urges Dealers to 
Hammer at Media 


Chicago, July 1.—Can advertisers 
bring pressure to bear which will 
materially change editorial treatment 
of news stories relating to general 
business activity? 

This was the question between the 
lines of a letter sent by Peter Samp- 
son, president of Sampson Electric 
Company, Norge distributor here, to 
all dealers in this territory, in which 
Mr. Sampson urged that each dealer 
discuss this matter with the news- 
papers and “insist that one or more 
items with an optimistic slant be 
placed on the front page.” 

Major point of the letter, printed 
in full here by the Chicago Sunday 
Tribune, is contained in the first 
paragraph, reading: 

“Advertising is the life blood of 
the newspapers, and yet there never 
was a time any more than at present 
when the news sheets have to this 
extent detracted from the value of 
your advertising through the continu- 
ous printing of front page headlines 
and news articles of a depressing and 
pessimistic nature. 

“How is it possible,” Mr. Sampson 
asked, “for you to obtain even a 
small part of the value from the ad- 
vertisement which you are paying 
for when the customer must first be 
thoroughly depressed and adversely 
influenced before he reads your mes- 
sage? 


Front Page for Optimism Asked 


“We shall give our fullest support 
to our factory and their advertising 
agency in their endeavor to bring 
into the newspapers, and particularly 
upon the front page, every possible 
news item which has to do with em- 
ployment, re-employment, construc- 
tion, improvement and increases in 
commodity and stock prices.” 

Mr. Sampson’s office said today 
that reaction from dealers and others 
to the letter had been nearly unani- 
mous in expressing agreement with 
the views set forth. It was also re- 
ported that dealers in the Detroit 
area had also received a bulletin in 
a similar vein, although it is under- 
stood that the Norge division of 
Borg-Warner Corporation, while pre- 
sumably in agreement with the views, 
had no part in inspiring the letter. 

Mr. Sampson sent his letter to all 
newspapers on his advertising sched- 
ule in the metropolitan area. Only 
the Tribune printed it in full. An 
interesting corrollary to this is the 
disclosure that the Tribune's share 
of Sampson advertising has been re- 
duced in recent months. 

Howard Wood, financial editor of 
the Tribune, had no comment to 
make regarding publication of the 
letter, although an _ editorial ap- 
peared in the newspaper today in 
which it was asserted, “We don’t 
take bribes.” 

The editorial concluded, “We 
think it would be a splendid idea if 
the men in the refrigerator business 
continue to place their advertising 
in those newspapers which produce 
the most business for them at the 
least cost. The editing of news- 
papers is a specialty which had bet- 
ter be left to those who have had 
experience in the field.” 


G aomeen, Kalen Named 


Gussow, Kahn & Co., Inc., New 
| York, has been named to handle the 


|advertising of Concord Silversmiths, 
|Concord, N. H. Summer and fall 
schedules advertising Concord ster]- 
|ing silver are now being released. 
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Professions-Nationally Used 
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Business is GOOD in NASHVILLE fl 


( Comparison with 1936 ) . 


8.52% 
7.29% increase 
| Increase 5.86% 
increase 
CARLOADINGS ELECTRIC POWER (KWhk) POSTAL RECEIPTS 


Highest since 1931 All Time High 5.53% ahead of 1929 


15.40% 
increase 


7.88% 
increase 


4.39% 
increase 


TELEPHONE STATIONS BANK CLEARINGS BANK DEBITS 
Highest on Record fs hest since 1930 Highest since 1930 


7, 


1/) 


when : 


able to Buy 


@ Now, more than ever before, is the time to concentrate adver- 1929 average for Nashville, and 19.3% above the National average. 
tising in those spots where business is good, where people are These employed people are spread out in many types of industry 
working, where people are buying in increasing rather than and agriculture. They earn an annual spendable income of better 
decreasing quantities. than a quarter of a billion dollars. They know stability because 
The chart above indicates quite clearly that Nashville is such they do not depend upon a single industry or a single agricultural 
a market, a better than average market whose cultivation can and crop for income. An employment slump in one phase of the mar- 
will pay dividends on every advertising dollar spent. ket’s many activities is always counterbalanced by a pickup in 
Diversity accounts for the market’s prosperity. another. Thus buying power remains stable twelve months out 
Why should the Nashville market present this promising sales of the year. 
picture? The answer can be found in one word, Diversification. Now that good markets are hard to find, cash in on the stable 
In this market of 863,215 people, according to latest figures re- condition of this better than average market by a campaign in the 
leased by the U. S. Department of Commerce, 311,897 were gain- two papers which cover and sell it completely twenty-four hours 
fully employed in 1935, an employment figure 2.8% better than the a day. 
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REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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LAY PLANS FOR | mors which were to the effect that | 
dent because he had disagreed with 


ADMINISTRATION 
OF DRUG BILL 


Hearings on New Rules in 
the Offing 


Washington, June 28.—-With the 
signature of President Roosevelt af- 
fixed to the new food and drug bill, 
the measure becomes the law of the 
land effective June 25, 1939. In the 
near future plans for the administra- 
tion of the law will be considered by 
the Department of Agriculture. 

Following the signing of the bill 
an immediate reaction was forthcom- 
ing today from Secretary of Agri- 
culture Wallace who expressed his 
unqualified delight with the Presi- 
dent’s action, culminating as it does 
a five-year effort on the part of the 
Administration to get a new law on 
the statute books. 


Nullifying completely former ru- 


he might suggest a veto to the Presi- 


the court review provision of the 
House-passed bill, Secretary Wal- 
ace said, “While the bill is not per- 
fect the conference committee cor- 
rected the principal points of differ- 
ence in such fashion that I whole- 
heartedly recommended that the 
President sign the bill.” 

Plans for administration of the 
new law will soon be laid by the 
Pure Food and Drug Administration 
of the Department of Agriculture. 
Among the first tasks will be the 
formulation of plans for the “new 
drugs” section of the law. That 
section, it will be recalled, requires 
that all new drugs be registered with 
the Department and pronounced safe 
for use by the Secretary before sale 
in interstate commerce. 

Groundwork for hearings on regu- 
lations eventually to be promulgated 
and preliminary work and research 
on definitions and standards of iden- 
tity for foods is expected to get un- 
der way shortly. 


Cole Appointed 
United Feature Syndicate, Inc., 
New York, publisher of Tip Top Com- 
ics and Comics on Parade, has ap- 
pointed F. E. M. Cole Company, Chi- 


cago, as Midwest representative. 


DISPLAY EXPERTS IN WASHINGTON CONCLAVE 


In the spotlight at the International Association of Display Men's convention last 


week are (seated, left to right): Syl C. 


Rieser, managing director, |ADM; Erwin 


A. Hiffman, president of Hiffman Display Company, St. Louis and re-elected 


president of the |ADM, and W. A. Gray, convention director. 
Carl Haecker, Montgomery Ward & Co. 


Standing are: 


, (left) and Jacob Steinberg, counsel for 


the association. 


Gets Argus Account 
The International Research Cor- 
poration, Ann Arbor, Mich., has ap- 


pointed United States Advertising 
Corporation, Toledo, O., to handle 
advertising for Argus cameras. 


Newspapers, magazines, business pa- 
pers and direct mail will be used. 


WA 


Pardon us, stranger, but if you 
are bogged down in the job of 
making a profit on radio, we're 
here to help—fourteen fellows 
in all parts of the nation, who 
devote our full time to keeping 


up with radio. 


Thus if Station A isn't produe- 
ing properly for you, we prob- 
ably know the reason and the 
remedy. If Station B is going 
great guns, we'll probably know 


whether the same time and pro- 


gram will or will not work in 
other specific markets . . . And 
so on. We're not fortune-tell- 
ers, of course, but radio is our 
business—and we know our bus- 


iness. 


So spill your troubles to our 
sympathetic ears, and see if we 
can't give you some ideas. Note 
that we say “give”! — our time 
is paid for by the top-notch sta- 


tions we serve. 


Exclusive Representatives: 
aA. 2 ) . 2 Buffalo 
,. 1 Saar ..,.,.Cineinnati 

| WHK-WCLE ... Cleveland 
| ee? * e<s<s .., Columbus 
Woc ..... ... Davenport 
. ee .. Des Moines 
6 ae Tere! «ll. 
Wowo-waL Ft. Wayne 
KWMBC .. Kansas City 
flu ae .... Louisville 
WTCN .. Minneapolis-St, Paul 
WMBD ... TET Terry. Peoria 
KSD . oocce Re LOGE 
WFEBL ...,Syrneuse 
, WRENN .. Youngstown 
Southeast 
wes . ., Charteston 
wis Columbia 
weir Raleigh 
Wwobobnds Roanoke 
Southwest 
KTAT : Ft. Worth 
KTUL . : .. Tulsa 
Pacific Coast 
KOIN-KALE Portland 
KSEO ° San Francisco 
KVI Senttle-Tacoma 


FREE & PETERS. inc. 


(and FREE, JOHNS & FIELD, INC.) 


Dicueer Radia Station Representatives 


CHICAGO NEW YORK 
180 N. Michigan 247 Park Ave. 
Franklin 6375 Plaga 4151 


New Center Bide. 


DETROIT SAN FRANCISCO 
One Eleven Sutter 


Trinity 2-s044 Sutter 4353 


LOS ANGELES ATLANTA 
c¢. of C. Bide. Honan Allen Bid«. 
Richmond 6184 Jackson 1678 


WINDOW DISPLAY 
PRE-TESTING 1S 
NEW OBJECTIVE 


(Continued from Page 1) 

that a formula can be prepared 
which would be usable by all stores. 
The present plan will extend only to 
the point of assisting each store to 
determine its own important factors 
contributing to a formula for maxi- 
mum results. 

Tentative outline for the compila- 
tion ineludes five major sections. 
The first two are the specific prob- 
lem and an analysis of displays in 
general, broken down by types of 
display and methods of arrange- 
ments. 

Section three includes a checking 
list for individual displays. These 
checking lists involve an analysis of 
customer attraction factors, layout, 
color, motion, dramatization and ar- 
rangement of merchandise. Section 
four contains illustrations demons- 
trating strength in certain checking 
points. Section five is devoted to 
methods of applying the checking 
points to successful and unsuccessful 
displays. 


Has Twofold Purpose 


It is expected that this compila- 
tion will have a twofold value. First 
in helping the display manager to 
determine the tangible factors affect- 
ing results of his work and, second, 


~* 9 44 | in enabling him to check his displays 
against others which have proved 
successful under similar conditions. 
e It was emphasized that the commit- 
a Re EF ' 


tee has no intention of setting up a 
checking list of elements as “musts” 
for every display, regardless of type 
or location. 

Other members of the committee 
in charge of this study are Carl V. 
Haecker, Montgomery Ward & Co.; 


John J. Doran, Garrison-Wagner 
Mfg. Company, and Syl Rieser, 
executive secretary of the associa- 
tion. 


In his address to the convention, 
Secretary Roper emphasized the 
dual responsibility of display men to 
both the public and to the company 
they serve. This responsibility, he 
|}asserted, is in selling the consumer 
|on more factors than the quality of 
material goods. 

“The company that cannot sell 
itself,” he commented, “has poor 
prospects of creating and maintain- 
| ing lasting trade relationships. The 
|} modern avenue to success is through 
/attention compelling display of goods 
lin a manner that not only prompts 
new interest but stimulates desire to 
the point of actual acquisitiveness.” 

Reversing a well known title for 
convention talks, Mr. Spaeth’s ad- 
dress, “Put Salesmanship Into Show- 
| manship.” emphasized that many 

experts, in emulating the 


display 


TORONTO! 
MONTREAL 


| 


Budget Slated 
50% in '38-'39 


Railroad Drive 


Washington, D. C., June 30.—A\l.- 
though far from the vanishing point, 
the public relations budget of the 
Association of American Railroads 
has been seriously reduced for the 
coming year, it was learned here to- 
day. The total budget for all public 
relations activities, including adver- 
tising, has been fixed at $650,000 for 
the 1938-39 campaign. This compares 
with a 1937-38 budget of $1,220,000. 

Today’s disclosure followed predic- 
tions made earlier in the year (Ap 
VERTISING AGE, March 21) by Col. 
Robert S. Henry, assistant to the 
president of the association, that un- 
favorable freight revenues were cer- 
tain to have an effect upon adver- 
tising plans. This. effect, he indi- 
cated then, had been but slightly 
eased by the 5 per cent increase in 
freight rates authorized some time 
ago by the Interstate Commerce Com- 
mission. 

The current public relation budget 
includes approximately $455,366 for 
magazine and farm paper advertis- 
ing, the same media set-up as used 
last year when expenditures for this 
purpose were $800,000. 

These magazines continue on the 
association’s schedule: Collier's, Lib- 
erty, Nation’s Business, Newsweek, 
The Saturday Evening Post, Time, 
and the United States News. Busi- 
ness papers include Railway Age and 
Traffic World, while Pathfinder has 
been added to the magazine list. 

The farm publication list includes 
national, sectional, state and special- 
ized magazines and is substantially 
the same as that used last year. 

The magazine schedule, with first 
copy appearing this month, carries 
through to May 31, 1939, with the 
maximum number of insertions be- 
ing 10 and the minimum six for this 
list. Advertising in the farm papers 
will begin in October, carrying 
through to February or March. 

Arthur Kudner, Inc., New York, is 
again the agency in charge. 
technique of the theater, may possi- 
bly forget that the real purpose of 
displays is to sell. Showmanship in 
display is excellent, he agreed, but 
let it include a “selling hook” as 
well. 

“I can almost condone a legless 
piano or the most frenzied surreal- 
ism, if at the same time a real, 
worthwhile selling message is incor- 
porated in the display,” he declared. 

Mr. Spaeth also urged that stores 
adopt the same policies in display 
advertising as in newspaper adver- 
tising. Display managers, he said, 
are often hampered in being for- 
bidden to publicize such newspaper 
copy elements as price advertising, 
credit terms, charge accounts, store 
delivery and other service factors. 

“Can anyone give a valid reason 
why they are less adaptable to dis- 
play?” he asked. “Once and for all, 
let's debunk these theories. Another 
inconsistency,” he added, “is that 
some stores will use Sunday news- 
paper advertising, although’ the 
store’s windows are veiled because 
of religious scruples. 


No Price Policy “Out-dated” 


“I also believe that the policy of 
not quoting prices in window dis- 
plays is about as out-dated as a mid- 
wife making a living on Park ave- 
nue.” 

Mr. Johnson, stressing the impor- 
tance of coordinating store display 
and store merchandising activity. 
criticized superfluous expenditures 
for backgrounds. 

Another feature of the convention 
was the annual window display com- 
petition which drew photographs of 
3,500 window displays. Karl Kneis, 
of Stix, Baer & Fuller, St. Louis de- 
partment store, repeated his 1937 
triumph in being named grand prize 
winner 
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This is a queer time to be talking about 
Christmas. 


Why it’s only July 5th. Business is just lin- 
ing up for the second half. 


But some business men seem to have for- 
gotten the date. They’re ready to call 
1938 quits, and start thinking 
about 739. 


We're not trying to deliver 

a between-the-halves pep yA 
talk. But we'd like to = 
note for the record that 
even in worse years 
than this, some com- 
panies have scored 
“second half come- 
backs.’’ Simply by © 
studying their first six 
months carefully. Finding 

out why they’re on the short 
end of the score. And adjusting 
their sales strategy for the rest of the year 
to meet current conditions. 


What does your first half-year show? 


Have you concentrated on the right mar- 
kets? [he right markets today are the big 
city markets, where volume sales can be 
made at a profit. Where the percentage of 
high-income families is bigger, and low- 
income and “relief” families smaller. 


Has the trade played ball with you? In these 
days of low inventories, many a sale is lost 
because the dealer “doesn’t carry” the prod- 
uct. Or because he’s pushing another brand 


whose sales tactics or advertising he likes 
better. 


Have you gotten the most from your adver- 
tising dollar? Has each ad made as many 


Still [46 more 


SHOPPING DAYS TO CHRISTMAS 


calls as possible? Covered the best markets? 

Given your product real eye-appeal? Sold 

the trade as well as the public? 

No, we don’t think Tuts WEEK MAGAZINE 

is a cure-all for the Recession. But we 

do think it can help you do the 
kind of sales job 1938 calls for. 


And here’s why we say so: 


Tuts WEEK goes where 
the business is. In- 
stead of scattering 
its more-than- 
9.300,000 copies 
throughout the land, it 
piles them up in 24 key 
markets that do 62% of 
America’s retail trade. It cov- 
ers 3 to 5 times as many homes 
there as other leading magazines. 


Tuis WEEK sells the dealer. It’s 

part of the local newspaper where he 
does his own advertising. Where his cus- 
tomers do their shopping. Where he knows 
he can expect quick sales results. And, in 
addition to this newspaper sales punch, it 
has the power of a national magazine. 


Tuts WEEK is your biggest magazine buy. A 
full page in rich magazine color for $2.49 per 
thousand families—a rate no other magazine 
can match. A half-page in full color for $1.41 
per thousand—which no national magazine 
offers at any price. 


As for actual results, that’s wo long a story 
to go into here. We'll be glad to show you 
the record any time. We'll be still happier to 
demonstrate it on your own product in this 
second half-year. ‘To prove that even in years 
like 1938 THis WEEK can help you sell goods. 


Because— 
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Strong Support 
Given Industry 
Drive for Meat 


Chicago, June 28.—-Although much 
progress has been made in the meat 
industry's plan for a national adver- 
tising campaign on an estimated bud- 
get of $1,000,000 annually, definite 
action on the drive is still a matter 


of the future. This was the opin- 
ion given AbVERTISING AcE today by 
R. C. Pollock, of the National Live 


Stock and Meat Board, following a 
meeting staged here last week by the | 
board, 

Many meat marketing 
have passed resolutions offering both 
verbal and financial support to the 
campaign, and current plans of the 
board call for further effort in en- 
couraging other branches of the in- 
dustry to lend their aid to the drive. 

Motivated by a decline in the an- 
nual consumption of meat, initial 
action on the program early this year 
was crystallized by Thomas E. Wil- 
son, chairman of the board, Wilson & 
Co., in urging all branches of the 
industry to join forces in launching 
a $1,000,000 annual drive. This sum, 
he said, would be sufficient to sup- 
port a program comprehensive 


groups | 


ation of other groups outside the in- 


To IDENTIFY KELVINATOR DEALERS 


New illuminated sign provided the Detroit company by Neon Products Company 
for the final tie-up. The elaborate Plaskon base was molded by General Electric 


Company. Fort 


enough to 
sales. 
In the intervening months, cooper- 


greatly stimulate meat | 


dustry has also been sought. 


' 


Meg S: 


i ots 


woyie, Ind. 


Start N ew pn 


Associated Advertising Service, 342 


Deatly. 


| Madison avenue, New York, has been 
| Started by R. Van Velsor Smith and 
| Arthur G. 


ARTISTS ®* 


A LARGE, EFFICIENT AND 
COMPLETELY EQUIPPED 
PRINTING PLANT 


DAY and NIGHT 
OPERATION 


Printing and Advertising 
Counsellors 


——— CwWD —f 


workmen 


| All Departments 


Printing 


Direct Mail Advertising 


COPYWRITERS @# 
PLANNING @ 


PROPER QUALITY QUICK DELIVERY 


Because of up-to-date 
equipment and best 


OUR SERVICES 


TYPESETTING 
(Linotype, Monotype and Hand) 


PRESSWORK 


(The Usual as well as Colors) 


BINDING 
(The Usual, Machine Gathering, 
Covering and Wireless Binding) 


MAILING 
(This Dept. is equipped to de- 
liver to the post office or custom- 
ers as fast as printed and bound) 


ELECTROTYPING AND 
ENGRAVING 
(Our facilities are up-to-date and 
can take care of any sized orders) 


ADVERTISING SERVICE 
(Planning, copywriting, design- 
ing, photographing and artwork) 


Because of automatic 
machinery. Day and 
night service 


*k 


Established 1888 


ENGRAVERS @ 
PHOTOGRAPHING 


DEPENDABLE PRINTING 


Business Methods and Financial Responsibility the Highest. Inquire of Credit 
Agency, Dun & Bradstreet, Inc., and First National Bank, Chicago, Illinois 


Catalogues e Publications e General Printing 


ELECTROTYPERS 


OUR 
SPECIALTIES 


Catalogues 
Booklets 
Publications 
Trade Papers 
Magazines 
House Organs 
Price Lists 
Pamphlets 
Proceedings 
Directories 
Histories 
Books 
Broadsides 
Folders 
Circulars 

and 
General Printing 


RIGHT PRICE 


Because of superior 
facilities and efficient 


management 


TO OUR PROSPECTIVE CUSTOMERS — Our growing business which comes from ai] parts of 
the United States is because of satisfied customers. For your investigation further we will be pleased 
to furnish the names of well known firms who are our present customers. Consulting with us about 
your printing problems and asking for estimates does not place you under any obligation whatever. 


Secure our proposal on your printing. Large and small orders solicited. 
Proposals made on all or any part of our services. 


_ PRINTING PRODUCTS CORPORATION 


| Telephone WABASH 3380 Polk and La Salle Streets 


Chicago, Illinois 


TURNOVER HELD 
BASIC NEED FOR 


Trade Bulwark 


New York, June 
advertised 


28.—Agegressively 
products which 
quickly and are highly specialized 
are those which have the best op- 
portunity for successfully utilizing 
fair trade laws, Edwin B. George, 
economist, Dun & Bradstreet, Inc., 
and associate editor, 
told the Sales Executives Club of 
New York here today. 

Products adopted to re-sale price 
maintenance must also be fast mov- 
ing, stand out in either quality or 
price or both, and able to resist 
rugged price competition if neces- 
sary, he pointed out. “If a manu- 
facturer’s product is just something 
else on the shelf,” he said, “nobody 
cares much whether he protects it 
or not.” 


Food Industry’s Position 


The failure of fair trade to gain 
a foothold in the food industry was 
explained by the speaker as the re- 
sult of its quantity of strongly es 
tablished private brands, the sea- 
sonable and perishable character of 
many of its products, and the na- 
ture of the business which prohibits 
specialization to a point approach- 
ing monopoly. 

“Food constitutes so high a _ per- 
centage of the household budget 
that the pennies are watched more 
carefully than anywhere else,” Mr. 
George explained. “But on so im- 
portant a matter as a woman’s face 
such inhibitions have no place, and 
the housewife who walks. three 
blocks to save three pennies on the 
Sunday dinner will spend 50 cents 
on an eye-lash curler that costs 
about one-fifth of that amount to 
manufacture.” 

The speaker listed several other 
characteristics which a product and 
an industry ought to possess in or- 
der to have a reasonable chance of 
success under re-sale price mainte- 
nance. First came the law’s own 
stipulation, the requirement of a 
brand and the existence of open 
competition. 


Consumer Acceptance Needed 


Next, a brand ought to have fairly 
wide consumer acceptance, the 
economist pointed out, “but not 
necessarily of the loss leader type.” 
A united stand on fair trade by a 
whole industry was given as the 
third requisite to make a go of fair 
trade. Fourth, goods with naturally 
wide price fluctuations, susceptible 
to style and seasonal 
are practically hopeless for fair 
trade, as are items sold on a trade- 
in deal. 

Mr. George revealed some ne 
Dun & Bradstreet statistics, com- 
piled to ascertain the effect of price 
fixing upon price levels in New 
York State. He declared that the 
study showed that prices of 50 fast- 
moving  price-fixed products rose 
1.86 per cent in neighborhood drug 
stores and 29 per cent in large 
price-featuring stores in New York 
and Brooklyn. 


1,000,000, prices declined from 4.4 
per cent to 5.14 per cent, and in 
still smaller towns the average de- 
cline was 6.73 per cent. 


Shows Foreign Posters 


An international poster 
being held daily at The 
Press Galleries of R. R. Donnelley 
|\& Sons Company, Chicago, and will 
continue through September. 
ifrom 24 countries are on display. 


| vie 


| Gets M artin-Senour 


exhibit is 
Lakeside 


| MacDonald- Potter, Inc., Chicago, 
has been appointed as agency for 
Martin-Senour Company, Chicago, 


manufacturer of paints, enamels and 


ey 


| lacquers. 


FIXING PRICES 


Advertising Also Called Fair | tional efforts for perfume, Lentheric, 


move | 


Dun’s Review, 


influences 


But in cities with pop- 
ulations ranging between 10,000 and | 


Posters 


Aesthetic Note 
Keys Promotion 
for Perfumer 


New York, June 28.—Cultivating 
a new aesthetic appreciation and de- 
light in perfumes, and at the same 
|time touching a new high in promo- 


Inc., is currently interpreting its 
scents through the medium of the 
classical dance. 

Putting perfume in motion, aes- 
thetically as well as across the retail 
counter, was introduced in St. Paul 
in May with the cooperation of a de- 
partment store. Six perfume moods 
were interpreted by two well-known 
ballerinas, under the direction of 
Harold Martins, art director of the 
Cleveland Ballet. 

Successful in this inaugural at- 
tempt to dramatize and make under- 
standable to practical-minded Ameri- 
can women the appreciation and en- 
joyment of fragrance, the show 
moyed on to equally successful pro- 
grams in Detroit, Akron and Cleve- 
land, and will appear in other cities 
for the balance of the summer. 

The idea behind this novel pro- 
motion is that all senses are related, 
that vision, motion, music, and drama 
can help to explain and amplify the 
message of fragrance. That per- 
fumes still remain largely gift items 
is taken by Lentheric as proof that 
dramatic promotion of the aesthetic 
qualities of perfume is necessary to 
make new customers. 


Canada Dry to 
Broaden Scope 
with Licensing 


New York, June 28.—IJncreased 
distribution with important savings 
in freight charges are expected to 
result from a plan announced today 
by Canada Dry Ginger Ale, Inc., un- 
der which the company’s beverages 
will be manufactured under license 
in various parts of the country. 

A limited number of bottling com- 
panies in selected territories will be 
authorized to make and sell Canada 
Dry products. These plants will be 
furnished with the materials and 
ingredients, and will be required to 
equip their plants according to spe- 
cifications laid down by the cor- 
poration. The licensing plan will 
set up standards of quality and uni- 
|formity as now prevail in Canada 
Dry plants, to which licensees will 
be strictly bound. 

Roy W. Moore, Canada Dry presi- 
dent, said that several prospective 
licenses were being negotiated, but 
no appointments have yet been 
made. 


Issues New Rates 


Country Gentleman, Philadelphia, 
has issued a new rate card effective 
with the April, 1939, issue. The rate 
for a black-and-white page will be in- 


w | creased from $4,800 to $5,300, the rate 


base from 1,600,000 to 2,000,000 aver- 
age net paid circulation. 


“Vitamins News” Out 


“Vitamins Plus News” is the name 
|of a new house organ launched by 
| Vitamins Plus, Inc., New York, man- 
|ufacturer of capsuled vitamin con- 
centrates. 


Selectroel ide Bows 


| Spindler & Sauppe, Inc., San Fran- 
cisco, has introduced Selectroslide, 
automatic projector which can han- 
| dle 2 by 2 slides. 


Ringer to NAAN 


Lee Ringer, Advertising, Los An- 
| geles, has been admitted to member- 
ship in National Advertising Agency 
Network. 


DIS PLAry S 
Designers & Builders 
CONVENTION - EXHIBITS 


Wind Oe, anreeies Lm TRAVELING DISPLAYS 
10922 TISER'S, DISPLAY STUDIOS 
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Awasves To 


The Sacsamncniie Union 


iM APPRECIATION OF 
HIGH AND CONSISTENT 
REPRODUCTION OF 


SPERRY FLOUR COMPANY 
COLOR ADVERTISEMENTS 


Above: E. A. Holman (left), general 
manager of Associated Weekly, 
watches E. E. Sylvestre, president of 
the Westco Advertising Agency, pre- 
sent the Fourth Annual Sperry Trophy 
to J. R. Knowland, Jr., assistant pub- 
lisher of the Oakland Tribune, while 
A. L. Lengel (in back), Tribune pro- 
duction manager, looks on. 


This silver trophy was presented by the Sperry Flour Com- 
pany to the Sacramento Union, and a duplicate award to 
the Oakland Tribune, as co-winners of the Fourth Annual 
Sperry Color Contest in the Associated Weekly group. 


are proud of our member newspapers in Associated Weekly. pay an extra penny or two for the quality of advertised commodities. 
We are proud of the outstanding color reproduction... the = Your advertising not only packs a lasting magazine wallop, it delivers 


aa color appeal that Associated hard advertising gives nationally the quick results of the powerful newspapers in Associated Weekly ... the 
advertised products. We are proud of the important roll that the Sperry quick results of advertising well-merchandised. 
Flour Company has played in creating this color competition and in re- 


wording A iated Weekly newspapers for color printing. Why not budget Associated Weekly for a test campaign. 


Associated Weekly's 1,263,250 circulation dominates the Sunday read- The real test of advertising is selling. Let our splendid color reproduc- 
ing interests of 48% of all the homes in the West, the homes that prefer to tion sell your products to the West, as we did for the Sperry Flour Company. 


MAGAZINE AND COMIC SECTIONS ESTABLISHED IN 192 


OFFICES: NEW YORK + CHICAGO + SAN FRANCISCO + LOS ANGELES 


ASSOCIATED WEEKLY IS THE ALL-INCLUSIVE NAME FOR THE MAGAZINE AND COMIC SECTIONS OF THESE 12 LEADING SUNDAY NEWSPAPERS 


SA 
mo FRANCISCO CHRONICLE OAKLAND TRIBUNE SACRAMENTO UNION LOS ANGELES TIMES LONG BEACH PRESS TELEGRAM SAN DIEGO UNION 
ENIX, ARIZONA REPUBLIC PORTLAND OREGONIAN TACOMA NEWS. TRIBUNE SEATTLE TIMES SPOKANE SPOKESMAN - REVIEW SALT LAKE TRIBUNE 
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UTOMATIC vending al- 
A ways looked like a gold mine | 


to manufacturers of conven- 
ience goods, but in practice it has 
been a good deal of a _ headache. 
Nat Leverone, head of Automatic 
Canteen Company, Inc., 
the idea such standing and respect- 
ability, however, that it is distribut- 
many of the leading national 
advertised brands of candy and con- 


ing 
ims 


fectionery, as well as providing a | 
valued employe service for some of | 


the largest industries of America. 

The Leverone idea is to have a 
vending machine which is mechan- 
ically honest, returning the coin if 
it happens to be empty; which em- 
phasizes sanitation in handling food 
products, and which is so. designed 
and operated as to insure the fresh- 
ness of the contents. His own en- 
gineers and designers have worked 
out the idea so that Canteen vend- 
ing machines meet all of these re- 
quirements. 


Time-Saving Emphasized 


In addition, the plan of installing 
vending machines in large indus- 
trial plants, enabling employes to 
purchase candy, nuts and chewing 
gum without the loss of time in- 


BY G. D. CRAIN, JR. 


has given | 


CANTEEN GOES TO TOWN 


Automatic Vending Uses Automotive Methods in Building National 
Distribution in Factories and Offices 


CANTEEN DIRECTOR 


Nathaniel Leverone 


Only three or four states, mostly in 


volved in going to some central | the South, are not represented on 
point, fits in with the new ideas of | the list. The number of machines in 


employe efficiency, since the value 
of candy as a quick energy food has 
gained wide acceptance among indus- 
trial executives. They are glad to 
have their employes “get a lift” and 
avoid fatigue, just as they are now 
providing salt in tablet form to re- 
place that lost through excessive per- 
spiration in superheated atmosphere 
in the summertime. 

So Automatic Canteen Company, 
Inc., which started modestly in Chi- 
cago in 1929, now has 125 franchise 
holders, who have exclusive distri- 
bution rights in most of the large 
communities of the United States. 


use runs into six figures, although 
Mr. Leverone does not give out exact 
statistics regarding their number 
or the volume of business which they 
provide. 

Having grown up in the automotive 
supply business, the originator of 
Canteen turned to the franchise idea 
as the best method of creating dis- 
tribution. The franchise holder, who 
pays nothing for this privilege, and 
does not have to make an investment 
in machines, as these belong to the 
parent company, is required to follow 
a specified method of operation, nec- 
essary to maintain the high stand- 


LADY FAIR 


Perhaps you could use a subject 
like this to lend charm to your 


sales message? 


It is picked from the K. & F. Stock 
Photograph Library (in two vol- 
umes), a collection of over 1700 
pictures, from which you can draw 
this 
library to dip into for ideas able 


unlimited inspiration. Get 


to attract and convince. 


HOW TO GET YOUR 
COPIES 


The plan is this: We send both volumes 
BUT, 


this sum is refunded on your first order 


postpaid—with invoice for $5.00; 


for $10.00 or over. 


PRINTS SENT ON APPROV AL 
Call HARrison 3135 


KAUFMANN & FABRY CO. 


Commercial Illustrative Photographers 


425 South Wabash Avenue - 


106 W. 43rd Street, 


Philadelphia 


New York, 


In Canada 
London, Eng 


N. Y. Phone: 
Sally Pepper, Architects’ Building 

Rapid, Grip & Batten, Ltd., Toronto, Montreal, Winnipeg 
Photographic Advertising, Ltd., 116 Victoria St.. S. W. 1 


CH 


HISAGO ° 


Harrison 3135 


Bryant 9-6682 


ST THOROUGHLY EQUIPPED PHOTOGRAPHIC PLANT IN AMERICA 


REFRESHMENT OFFERED IN 


BUSY PLANT 


| 


A typical Canteen installation in the 


final inspection department of Dodge 


Brothers main plant. 


ards of service which are demanded. 

For example, all employes visiting 
plants in which Canteens are in- 
stalled are uniformed, to identify 
them and insure their exclusive at- 
tention to the business in hand. 
They are under bond, to protect em- 
ployers from possible theft, and are 
covered with liability insurance in 
case of accident to Canteen repre- 
sentatives or to employes growing 
out of the use of the device. And 
the distributor is required to service 
the machines regularly, so that all 
products can be guaranteed to be 
fresh. 

The list of nationally advertised 
brands handled by Canteen is much 
longer than would be guessed from 
the fact that selectivity is provided 
in the machine for five candy bars, 
the principal product distributed. 
Slow sellers are promptly eliminated, 
and only goods in active demand are 
kept available. The result is that 
the company has forty or fifty dif- 
ferent brands in distribution, each 
machine and plant receiving the 
brands which practice has shown are 
in greatest demand. Wrigley’s is the 
only chewing gum distributed. 


Performs Valuable Service 


While the volume of business 
which Canteen delivers to the manu- 
facturers has reached such propor- 
tions as to be an important factor, 
the system has found favor also be- 
cause it performs a valuable sam- 
pling and missionary service. In 
some cases it has enabled a manu- 
facturer to break into a market from 
which, for various reasons, he had 
been excluded. Getting to like a 
given product, the worker calls for 
it outside, and the result is that 
dealers are soon asking their jobbers 
to supply it for their regular stocks. 

This explains why dealers do not 
resent the appearance of Canteens in 
the plants from which their business 
ordinarily comes, as they have been 
shown that in many cases the plan 
builds business for them. In addi- 
tion, the Canteen idea is to restrict 
distribution to products which can be 
consumed on the premises. For this 
reason cigarettes are not stocked. 

Manufacturers and other employers 
who have provided Canteen service 
found some resistance at first, be- 
cause of the impression that some 
workers received that the company 
intended to make a profit from their 
purchases. While the employer re- 
ceives a commission on sales—and 
prompt monthly payments of these 
commissions is a basic feature of the 
plan—it has now been generally de- 
cided that it is good policy to con- 
tribute this to some phase of em- 
ploye activities, recreational or wel- 
fare. This has eliminated all possi- 
ble criticism from this source. 


Quality Standard Essential 


Mr. Leverone’s pet peeve is the in- 
sanitary fashion in which some food 
products are distributed through 
vending machines. Consequently, in 
devising a dispenser for nuts, he not 
only uses air-tight containers for 
distribution, but protects the machine 
with rubber gaskets to prevent loss 
of freshness in the contents. The 
machines are made with no project- 
ing parts, and their capacity is 
duced point which requires 
frequent, almost daily, servicing. 

Manufacturers whose _ products 
vary in quality have difficulty stay- 
ing on the Canteen list. Variations 
in size and weight are also objection- 
able, since the machines require 
standardization in these respects 
Sometimes manufacturers attempt to 
use stale materials in their candy 


re- 
to a 


production, with the result that it be- 
comes inedible, according to proper 
standards. When this happens, the 
defects are noted by Canteen labora- 
tories and the offender is eliminated 
as a source of supply. 

“The automatic vending machine 
can never take the place of manual 
service,” said Mr. Leverone in dis- 
cussing the success of the Canteen 
system. “The customer appreciates 
the service he gets in a retail store. 
But if he cannot avail himself of 
that service, the Canteen makes it 
possible for him to refresh himself, 
conveniently and at no loss of time, 
thereby increasing his own comfort 
as well as adding to his efficiency as 
an employe. That is why so many 
large companies have provided this 
service in their plants and offices.” 


Sales Tax a Burden 


The local sales tax, which is a 
problem for producers and distribu- 
tors of all low priced products, makes 
the operation of the Canteen rela- 
tively unprofitable in some states, but 
in most cases the distributor is hold- 
ing on hoping for a more equitable 
distribution of the tax burden in the 
future. 

The head of Automatic Canteen 
Company, Inc., is famous as the 
president of the National Anti-Super- 
stition Club, which has its lunches 
on Friday the thirteenth, with thir- 
teen people at each of thirteen ta- 
bles. Its exploits have been widely 
publicized, and have been broadcast 
by Bob Ripley on his Believe It or 
Not radio program. 

“We place a mirror in the center 
panel of each machine,” said Mr. 
Leverone. “This prevents any at- 
tempt to break the front in order to 
pilfer the contents. People are too 
superstitious —they won’t break a 
mirror!” 


Urges Business 
to Advertise 
Educationally 


New York, June 28.—Public edtca- 
tion by means of aggressive advertis- 
ing and selling is the best weapon 
that business can employ to combat 
the prevailing inertia, according to 
the monthly survey of business con- 
ditions written for the July issue of 
Banking by William R. Kuhns, its 
editor. 

The survey states that “this is the 
only means lying completely within 
the control of business which can be 
used to counteract the side of the 
depression that is purely psycholog- 
ical,” and that “one helpful sign at 
present is the amount of time and 
effort being given to selling Ameri- 
can business as. well selling 
goods.” 


as 


James Keenan Heads 
Minneapolis Club 


James H. Keenan, L. S. Donaldson 
Company, has been elected president 


of the Advertising Club of Minne- 
| apolis. 

E. R. Champion, Investors Syndi- 
|cate, is first vice-president; Algot E. 
| Swanson, Minneapolis Star, second 
vice-president; Harry E. Atwood, 
Northwestern National Life Insur- 
ance Company, secretary-treasurer; 
Frank C. Cramer, Better Business 
| Bureau, and Felton Colwell, Colwell 
Press, directors 


Spear with Hawes 


Irwin Spear has joined Lester B. 


Hawes Advertising Agency, Boston. 


SUPER-MARKETS | 
GIRD FOR FIGHT 
ON JERSEY LAW 


Court Action Will Decide 
‘‘Extermination’’ Test 


Camden, N. J., June 28.—Super- 
markets in New Jersey, faced with 
the threat of extermination through 
municipal taxation, have launched a 
counter-attack in the state courts, 
challenging the constitutionality of 
ordinances in Atlantic City and 
Camden. A supreme court writ of 
certiorari was issued against Atlan- 
tic City, calling for a review, prob- 
ably in October, of the $5,000 annual 
tax imposed on self-service stores, 
and application for a similar writ 
against Camden’s $10,000 annual tax 
is pending. 

The Atlantic City action is spon- 
sored by American Stores Company, 
Great Atlantic & Pacific Tea Com- 
pany and the Food Fair. In Cam- 
den, American Stores Company is co- 
operating with Giant Tiger Corpo- 
ration. 

Many municipalities have been 
considering tax measures’ which 
would drive the super-markets out 
of existence, but in most cases action 
will probably be deferred until the 
outcome of the test cases has been de- 
termined. In the meantime, inde- 
pendent store owners are clashing 
with consumers in the fight against 
self-service stores. 

Adding fuel to the flames was a 
survey conducted by the Jersey Jour- 
nal, covering a seven-year period in 
two cities, Trenton and New Bruns- 
wick, which showed that there has 
been no increase in bankruptcies 
among independent stores by reason 
of the coming of super-markets. 


McCord Gets Four 


The McConnon Company, Winona, 
Minn., has reappointed the McCord 
Agency, Minneapolis, to handle its 
advertising, after a lapse of two 
years. A joint tire chain campaign 
will be sponsored by Peerless Chain 
Company, Winona; Nixdorf-Krein 
Mfg. Company, St. Paul, and S. G. 
Taylor Company, Hammond, Ind., 


which have appointed McCord to 
handle their accounts. All three 
manufacture Diamond Link and 


Kwik-On rod chains. 


Patterson Appointed 


Bayard R. Patterson, formerly ad- 
vertising manager of Piel Brothers, 
Brooklyn, N. Y., and Christian Feig- 
enspan Brewing Company, Newark, 
N. J., has been appointed manager of 
the merchandising division of Bev- 
erage Retailer Weekly. Prior to his 
association with Christian Feigen- 
span, he was assistant advertising 
manager of Standard Brands, Inc., 
New York. 


MAY, 1938 WAS 
THE BEST MONTH 
IN THE ENTIRE 
HISTORY OF WFBR 


In Baltimore, tts 


ON THE NBC RED NETWORK 


RATIONAL REPRESE 
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SALES INCREASE 
GIVES KOOL-AID 
EXPANDED DRIVE 


juvenile Appeals Feature 
Soft Drink Campaign 


Chicago, June 28.—Strong empha- 
sis upon dealer promotion through 
juvenile enthusiasm for aviation fea- 
tures the record national drive 
launched recently by Perkins Prod- 
ucts Company on behalf of its Kool- 
Aid soft drink powders and related 
products, according to Lee Richmond, 
advertising manager. 

Mr. Richmond said that sales in- 
creases over 1937 totals had war- 
ranted expansion of advertising and 
that the current schedule included 12 
national magazines, 877 daily news- 
papers, over 3,500 weekly papers and 
13 publications in the grocery field. 

Children’s interest is sought in or- 
ganization of a “Junior Aviation 
Corps,” boys being encouraged to 
form a pilots’ club, girls a group for 
hostesses. To the boy or girl send- 
ing in nine empty packages of Kool- 
Aid powders, three for each of the 
friends he has persuaded to join, the 
company sends a “Chief Pilot” or 
“Chief Hostess” pin and other ap- 
propriate club organization literature. 

Magazine and newspaper copy em- 
phasizes the all-family appeal as well 
as making a play for juvenile inter- 
est. Attention is also called to the 
fact that one five-cent package of 
Kool-Aid makes 10 big glasses of the 
beverage. An appeal to health is also 
incorporated in stress upon 
Aid’s vitamin D properties. 

The magazine schedule includes 
full-page color copy appearing this 
month in Pictorial Review and in 
July in the Ladies’ Home Journal. 
Others on the list for column inser- 
tions are Better Homes & Gardens, 
Country Gentleman, Country Home, 
Farmer's Wife, Home Arts Needle- 
craft, Household, McCall's, The Sat- 
urday Evening Post, Woman's Home 
Companion and Woman's World. 

Mason Warner Company, Chicago, 
is the agency in charge. 


Gem Bhades to 
Get Boost As 


Summer Leader 


New York, June 28.—A 60 day sale 
of Gem blades will be promoted by 
American Safety Razor Corporation 
during July and August, with the 
normal price of 35 cents a package 
of five reduced to 25 cents for the 
period of the sale. Advertising will 
be national in scope and a list of 75 
ewspapers will be used, 
sertions staggered at semi-weekly 
intervals. 

Although price-fixed under state 
fair trade laws, the Gem sale has 
been arranged by the manufacturer 
measure of cooperation with 
etailers in supplying a sales leader 
lor the summer season. In addition 
'o newspaper advertising, outdoor 
and trade papers will be used, and 
point-of-sale material will be fur- 
ished. Federal Advertising Agency 
andles the account. 


Miss Stubbs for Self 


Betty Stubbs, 
py and 
Stack-Goble 


a5 a 


formerly on _ the 
merchandising staffs of 

Advertising Agency 
“id Aubrey, Moore & Wallace, Inc., 
‘oth of Chicago, has resigned to 
open her own office at 360 N. Michi- 
“4h avenue, Chicago. Miss Stubbs 
“ill devote her efforts to free lance 
“opy and merchandising service for 
Chicago agencies. 


Miss Reay Joins Bijur 
Phyllis Reay, former] y script 
‘ter of the Betty Crocker Cooking 
4 ool program of the Washburn 
osby Company, has joined the copy 


York of George Bijur, Inc... New 


w 


Kool. | 


‘ 7 f 
with in- 


Bryant Heater Plans 
Vigorous Campaign 


Bryant Heater Company, Cleve- 
land, will launch a vigorous drive | 
covering its entire commercial and 
domestic line with emphasis on the 
small home units, starting in August 
in The Saturday Evening Post. 

Business publications to be used in- 
clude American Artisan, Architec- 
tural Forum, Gas Age, Heating Pip- 
ing & Air Conditioning, Plumbing 4 
Heating Trade Journal and Practical 
Builder. Fuller & Smith & Ross, 
Inc., Cleveland, is in charge. 


DeMott Advanced 


R. W. DeMott, advertising director, 
Radcraft Publications, New York, 


has been named vice-president and a 
director. 


APPLIANCE MEN MEET 


Attending the Institute of Heating & 
Cooking Appliance Manufacturers’ meet- 
ing in Cincinnati are A. F. H. Scott, 
Anthracite Industries; Alden P. Chester, 
Globe American Corporation, Kokomo, 
Ind.; and E. F. Garno, Floyd-Wells Cor- 
poration, Royersford, Pa. 


... because the news is important to them. 


Farmers Oppose 
Federal Censor 


on Radio Shows 


Des Moines, June 30.—Rural opin- 
ion is definitely against government 
censorship of radio programs, it was 
evidenced today in a report issued 
by Meredith Publishing Company re- 
garding results of a survey appearing 
in the “The Farmer Speaks” depart- 
ment of Successful Farming. 

The vote was nearly two to one 
against such censorship, with 62 per 
;cent of the farmers voting no and 
38 per cent yes. The magazine re- 
|ported that past political affiliation 


apparently influenced the vote, with 
68 per cent of those who voted for 
Landon in 1936 expressing them- 
selves against radio censorship. Fifty- 
six per cent of those who voted for 
Roosevelt voted no censorship. 

Analysis of the vote by sections 
of the country reveals that anti-cen- 
sorship sentiment is strongest in the 
| East where 83 per cent voted no, and 
| weakest in the South where only 51 
|per cent voted no. In Central and 
| Western states those voting no were 
61 and 65 per cent, respectively. 


Joins Fairfax 


O. W. McKennee, formerly head of 
his own agency, has returned to the 
real estate advertising field as vice- 
| president of H. W. Fairfax Advertis- 
| ing Agency, New York. 


Detailed survey on request 
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Steel Marketing Changes 


Steel is such a basic industrial ma-|able and permanent effect. 


system of pric-|ample, certain areas will be on a 


5 Cents a Copy, $! a Year 


For ex- 


terial that the new 
ing just established in this industry |much more favorable basis as to 
may have far-reaching effects on con-| steel prices. They include Detroit, 


sumers, who include many of the} Cleveland and the Atlantic 


seaboard. 


most important manufacturers in the} How will this readjustment in a 
country Hence the basic market-| basic cost element affect these 
ing significance of the new set-up is|areas? If they become more attrac- 


something which should interest 


e | 
marketing |may be a 

|}industries 

] 
sensing | areas. 


the | bear 
under | Since 


everyone concerned with widespread 


and advertising away from less 


Newspaper commentators, 
the watching, 
the 


basing-points to 


political background = for 
addition ot 
the 
effect a 


the establisnment of a 


changes, steel has been 


Silice 
rom the admin- steel 
alleged 


ucture 


constant severe tire f 


istration be rigidity | situation is in 


imse oft 


of the pri and lack of | toward pric 


competition, have hailed the new |system based on f. 0. b. mill prices 
policies as representing a step in|instead of delivered prices, the tra 
the direction * o freer and more | ditional method of selling steel, one 
competitive nia is justified in looking into the future 
The reduction in prices which has | to see what would happen if all steel 
accompanied the changes in the bas-| were marketed on the former basis 
ing-point syst whereby instead | Undoubtedly it would result in wide 
of three there a now numerous | spread dislocation of consuming in 
other shipping points on which steel | dustries, which would be compelled | 
prices are based, should be a good | to determine their locations from the 
thing for industry and the public | standpoint of their ability to pur- | 
generally With an up-turn in busi- | chase their primary material on the | 
ness, which seems actually here or | most favorable basis available. 
certainly on the way, these lowe) It is to be hoped that the addition 
prices should have a definitely stimu f new basing points will help both 
lating effect. eve though they may | steel vroduction and consumption 
not make possible any sweeping re- | However, the complicating factors 1n 
ductions in th prices of finished | this field are so numerous that any 
articles to the general consumer fundamental change in pricing meth 
With the advent of numerous addi-| ods, especially if their introduction 
tional | ! for steel prices, is based on political rather than eco- 


inv factors to) nomic considerations, 


lnuating the prob- | cal and unexpected repercussions 


Banker's Viewpoint 


movement of 


itive as manufacturing centers, there 


favored 


numerous 
pricing 


may have radi- 


Advertising and merchandising ex-!had become so old as not to be us- 
ecutives hav xpended a lot f able, from the standpoint of produc 
thoug ind i recent years |ing a quality product The manu 
on the ne bankers to | facturer proposed to throw” then 
take . ithetic viewpoint |away, but because they represented 
tow d tl lich create sales |a considerable item of expense, the 

nd ul i-will, as well as/tinancial control insisted that they 

the ta it ents of assets! be used 

na liabilitie which fall under the “Work then oft he was in 
of the financial mind structed Nobody w know th 

That the ] ‘ s difficult and | difference 
per nsolubis suggested by a The result was fine from a boo} 

‘ ! oN i manufac keepil standpoint but disastrous 
TTT? } d su est that) from that of good-will, consumer ds 
bank \ that the loss mand and future sales The pos 
! i g " nods vy goods ruined the maker 
ha ed ! * to iw t vMluct, demand 

This 1 f s in th cor ft ff sharpl md now with 
| t ind has always yank s f the p 1! he manu 
el or f m for quality, | facture s having a hard struge 
as ‘ t f Vic] e established | to mvince his istomers that th 

dv «de i large sales for | former quality is been restored 
hi leneding ! Overexpansiol But the moral, from the banker's 
} Kine ‘ h Ww company ts the 
| ad poli t! ed. and is agal l 

O of the d to th S- | vent i ving The advertising 
Pp i 2 cK materials whis n wo d be different 

4 ’ ‘ : 


Getting Simpler 


That is something which will | U0" 


movement 


| +. eee 
a: 


We'd give a cheer for the small 


four-page leaflet sent to stockholders 
of National Dairy Products Corpora- 
week, does such 


last because it 


HOW NATIONAL DAIRY USED 
THE MONEY RECEIVED FROM (TS SALES 


(BOMT YEAR MECORD-19D THROUGH 191) 
SALES $2.417.200.000 
$s Renvet trum enien  ebsimanie to oo ates 


EXPENSES ‘ 
’ . ale e —_ 
EE s-—camcar ame 
nom a oo Lea) ‘ - 
aL LS eB 


| EARNINGS 


a swell jep of picturing the opera- 
tions of the huge company over a pe- 


riod of 8 years, and of showing, with 


|simple charts and simpler text, what 


|has 


happened to 
of the 
But 


income 
period 


the gross 
during that 
wouldn't comment 
on it the fact that 
this message dem 
onstrates effectively that it isn’t nee- 


company 
probably 
here, except 
industrial 


we 
for 
giant's 


essary 


to spend thousands of dollars 


on e@laborate staten 


ents to get you 
points over to stockholders, The Na 
tional Dairy folder measures about 
Sx7 Wide open, is printed in one 


and 
much to pr 


aphed 


color, didn't 
last mimeo- 


out 


pI bably cost as 
oduce as that 


bulletin you sent 


Real Youth Movement 


This department spoke some weeks 


izo about the increasing interest in 


unior advertising clubs ind = the 
vouth movement in advertising 
But we neglected the most impressive 
ind most far-reaching advertising 
youth movement of all that which 

wertng beautifully on the West 
{oust nad th care ind protection 


of ’ f Advertising Clubs As 
Ss tile ! i? he various low il ( lubs 

\ fect deme n of the help 

i in zi dvertising youth 
ind = t) tt s which such help 
begets was given at the PACA meet 
it in Los Angeles last week, when 
the principal event f tl opening 
day's session was the Junior Depart 
mental, p i over by Don H 
Creighton, president of the group, 


The Saturday Evening Post 


And now a pause for station identification.” 


Ad-libbing 


and a member of the staff of Cross- 
ley, Ine. 

This departmental, which took the 
spotlight on the first day, was con- 
ducted by and for junior advertising 


j men and women, and was highlighted 


by the presentation of the three 


winning essays in the contest spon- 


sored annually by the PACA for 
junior organization members. 
Other groups might learn a real 


lesson in helping younger folk in the 


i field from this close cooperation be- 


tween senior and junior groups on 
the Coast, 
Jottings 

Sad situation gleaned from the | 


Dr. Lyons tooth powder 
“Run your 


commercial 
last week: tongue over 
your 
Thousands have made this test, and 
thousands have turned to powder.” 

Bob Marshall, Chicago letter shop 
mogul, makes a habit of startling 
prospects the morning after big 
sports events with a printed mailing 
giving the results of the previous 
evening's festivities. His latest 
piece on the 
event, which the 


with their 


was 
a_ three-color 
Schmeling 


ers 


Louis- 
custom- 
got along morning 
papers, 

Pepsodent 


plenty of 


“that 
which 
the Buick 
a couple of months ago, but 
us tar as we are concerned “ump-ph,” 
with or the hyphen, doesn't 
lend much ump-ph to advertising 


says girl has 
ump-ph!” 
an 


improvement on Way 


said it 
without 


Crowell’s “Consumers Information” 


has at last 


discovered the one thing 
on which Coolidge, Hoover and 
Roosevelt all agreed, the value of 
advertising Brief quotations from 
the three, together with a glossy | 
iprint of their photographs in lay- | 
out, have been sent to publications 

One Henry G. Weave f Detroit 

who is reliably reported by scouts to 
be none other than H. G. Weave 
of General Motors, has issued lol 
private circulation, a booklet on the 
economic outlook He sucgests that 


luncheon companions, tonsorial art 


ists. radio commentators, brothe 
lodge members, chronic dyspeptics 
forensic torecasters, itinerant statis 
ticilans and other harbingers of ill 
tidings all stop talking to him about 
the recession, depression or whatevel 
it is, and instead use their energies 

attempting to do the wn jobs 
a little better He is even bold 
enough to suggest that pos faith 
ful following of this course will be 
of some help in ending the recession 


depression or whatever it is 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national ad- 
vertiser or advertising agency execu- 
tive writing on his business letter- 
head. 


No. 1372. A Day in tive Life of Ray 
D. O' Dollar. 

Mutual Broadcasting System has 
issued this booklet which shows how 
advertisers may pick Mutual stations 
in just the network combinations 
that suit their distribution and 
budgets. This flexibility is demon- 
strated by records of numerous ad- 
vertisers showing the hook-ups used 
and cost. 


No. 1373. WLS Coverage. 

This map, issued by WLS, provides 
a county count of mail received in 
1937 from this station’s major cover- 
age area, and a count by states, with 
percentage of letters from each area. 


No. 1374. The Napco Duotone Color 


Guide. 
Issued by The National Process 
Company, this color guide demon- 


strates a variety of uses for two col- 
ors giving a multi-color effect, with 


the only requirement a black and 
white photograph or drawing suit- 
able for halftone reproduction. 


Color charts indicate the variety of 
gradations of color, tone-value and 
chromatic intensity, as a guide to the 
best effects for illustrations and type 
matter. 


teeth, and notice the difference. | 


may be 


No. 1375. St. Louis—An $18,000,000 
Retail Drug Store Market. 
Facts and figures concerning the 
| St. Louis retail drug market are of- 
|fered in this study issued by Sf. 
| Louis Star-Times. Number of stores, 
|type of operation and annual sales 
lare covered, as well as a tabulation 
}of drug linage in St. Louis dailies 
}during 1937. 


1376. Mr. Salesman, ['m Work- 
With You. 

This interesting booklet, issued by 
Canadian Home Journal, is addressed 
to salesmen of magazine advertisers, 
and is designed to explain in con- 
crete sales language how advertising 
lin Canada’s magazines is beneficial 
to them in their everyday work. 


| 
| 
| No, 
! 
| 
| 


ing 


No. 1364. No Other Publication Does 
This for Farmers. 

Farm Journal jas issued this bro- 
chure showing how it gathers news, 
interprets news that affects farming, 
and delivers both in time to be use- 
ful to farmers. Several examples of 
the publication’s four-day writer-to- 
reader service are given. 


|No. 1367. Rapid Copy Service Com- 
pany Stats. 

This reference manual, by 
Rapid Copy Service Company, con- 
tains a host of time, money and labor 
saving applications for the photostat 


Tssued 


user. Numerous lettering effects, bas 
relief, curved, and colored 'stats and 
‘stat montage are among the inter- 


esting examples shown. 


No. 1371. 
Homes. 
Radio homes in the 
are tabulated by 
sions in this 


Distribution of Radio 


United States 
geographical divi 
chart The 
Household Magazine. Figures are 
ba.ed on the radio homes analysis 
of the Joint Committee on Radio Re- 
search 


issued by 


No. 1360. Happy Thought for Travel 
ers. 

In this small folder, Railway Ex 

Agency offers an outline of its 

service, with helpful 

tions for travelers when packing and 

shipping baggage. 


press 


some sucges 


No. 1350. Route List of Retail Drug 
Stores in Denver. 

This pocket-size booklet, issued by 
Radio Station KLZ, contains a com- 
plete list of retail and wholesale 
druggists, and national and local 
drug chains in Denver and its retail 
trade area. 
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EWS... 


In a nutshell 


FOR MODERN FARM FAMILIES 


RESH, timely, usable information that keeps busy 
farm men and women posted on everything that 
affects their lives and their business ... “News in a 
nutshell” boiled down to pithy paragraphs filled with 
“meat”... This is the unique service which Farm 
Journal performs with the fastest printing and de- 
livery schedule of any magazine of over a million 
circulation ...a service which has given national 
advertisers a faster, timelier approach to 1,350,000 


modern farm families. 


Result: Farm Journal is the only mass circulation 
magazine in America to show an advertising page 
gain for the first six months of 1938. 


FARM JOURNAL 


Washington Square, Philadelphia 
THE NATIONAL NEWS MAGAZINE FOR THE FARM FAMILY 
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INVENT, TEST, 
SELL IS AGENCY 
BUSINESS PLAN 


White -Lowell Will Bring 
Product to Client 


New York, June 29.—Establish- 
ment of a “products department” by 
White-Lowell Company has brought 


future. Objects of the 
new salad dressing, 


near 
will be a 


test | ideas now reposing in the Herbener 
em-| brief case in skeleton form, the new 


bracing a brand new merchandising | products will be brought out and ad- 


idea for vinegar, and a stitchless 
billfold, said to be far simpler and 
more practical than anything now 
on the market. 

Mr. Herbener has a number of | 
other products in the process of de- | 
elopment, among them an entirely 
new kind of refrigerator which will 
boast of all the advantages of both 
ice box and the modern refrigera- 
tor. This and other products will | 
be developed to the point where 
their commercial possibilities are 
evident, then handed over to a lead- 
ing manufacturer in the field for 
marketing. 

Upon completion of some of the | 


vertised on a trial basis in some lo- 
cal market to prove acceptance. 
Then the agency will offer each 
product to a selected manufacturer, 
retaining the advertising account, of 
course. 


Walker, Holman Named 

J. Wythe Walker and Harold A. 
Holman have been added to the Chi- 
cago sales staff of Transamerican 
Broadcasting & Television Corpora- 
tion. Mr. Walker was formerly as- 
sociated with Station WBBM, CBS 
Chicago outlet, and also with WIND. 
Mr. Holman was with Paul Block & 


| Associates, New York, and the Farm 


Journal and Printers’ Ink. 


| 


ANA Issues Study of 


Magazine Circulation 

A 48-page report covering circula- 
tion data on 276 magazines from 1929 
to 1938 has been issued by the As- 


sociation of National Advertisers, 
Inc. Information on advertising 


rates is also included. 

A limited number of copies may 
be purchased by non-members. The 
association’s headquarters are at 330 
W. 42nd street, New York. 


Irvine on Sales Staff 

R. H. Irvine has joined the sales 
staff of Thomas Publishing Company, 
Chicago. He was formerly a mem- 
ber of the Western staff of Nation's 
Business and prior to that manager 
of the media department of Buchen 
Company. 


Unite to Promote 
Ohio Resort Program 


| A cooperative organization, known 
jas “Ohio’s Lake Erie Vacation 
|Land,” has been formed at 300 
Wayne street, Sandusky, to launch a 
|drive to attract tourist travel. Re- 
|sort sections of Sunday newspapers 
‘in Ohio will be used, in addition to 
|posters, folders and booklets. 
iriswold-Eshleman Company, 
|Cleveland, is handling the advertis- 
ing. 


Plexo Names Kimball 

Abbott Kimball Company, Inc., has 
been appointed advertising agent for 
Plexo Preparations, Inc., New York, 
manufacturer of drug products. Spot 
broadcasting will be used for Myra- 
phen tablets, a headache remedy. 


to light a novel note in the agency’s | —-— 
quest for new business, involving 
the actual invention of products, 
testing in a local market with ad- 
vertising support, and finally dis- 
posal of production rights to a 
manufacturer. 

Ultimately the ‘department is ex- ; 
pected to serve clients in an advis- R 
ory capacity, with respect either to 


os (gear 


An advertisement addressed 
to advertising ogencies by 


Pe ; : 
improvement of the product itself 6 the McGraw-Hill Publishing 
or simplification of manufacturin fs Gompaey, ine., Mow Vork, 0. ¥. 

i B n — Offices in Atlanta — Boston 
procedure. Harry Herbener, engi- § Chicego — Cleveland — 
neer and inventor, who has been “5 Detroit — Philadelphic — 
placed in charge of the new service, 4 Son Francisco — 
indicated today that he will draw $t. Louis. 


liberally on the results of consumer 
surveys in the belief that intelligent 
laymen can often find new and sim- eas 


AMID. tn BND ea Mia = Fam Ps whitaet <b a aM ANTE sR Re 2 CAR be OP Dic em 
ple ways of solving problems that 
have baffied the best technical tal- 
ent. 
Thinking Job for Staff ADVERTISING PAGES COUNTED 
At the outset, until clients have o McGraw-Hill Checks Industrial Advertising in 68 Publications 
become acquainted with the new e At 
service, the department will con- Do you know how many pages of advertising are run on pumps? Have you often wondered 
cern itself with the development in what fields valves, or cement or fuses are advertised? Or who advertises them? Would you 


like to know what publications carry industrial paint advertising? The answers to these and 
other similar questions on scores of industrial products are now available. 

McGraw-Hill has long recognized the fact that there has been a real need for comparative 
space records on industrial products. As an experimental step in this direction McGraw-Hill 
has checked, counted, and classified the advertising of certain products in 68 leading publi- 
cations for the last six months of 1937. The results of this study are now being released, and 
reports are available on the products listed below. | 


and merchandising of new products, 
and such activity will be continued 
whenever the personnel is not busy 
with a client’s problems. 

Mr. Herbener, who dislikes being 
called an “inventor” although he 


DECISIONS THIS SUMMER VITAL 
TO ADVERTISING 


‘The decision-making men in Industry are 


holds a number of patents on prod- faced with the most severe sales and pro- Air Filters, Cleaners, Purifiers Floor Plate & Grating Pipe and Boiler Insulation 
, . 1 bl I I had wh d Wash Friction Tape Portable Compressors 
ucts he personally developed, has duction problems they have ever had. What an aeners see 3 
. . . ie en ae ; ae “ Blow-off Valves Fuel Economizers Pressure Control Instruments 

had a most unusual career. An en- to do in the pe of what is happening is Boilers Fume & Dust Collectors Pumps _ 
gineer by profession, he has been in the question they must answe re Buses and Street Cars A o: iat a — 

: ‘ Phrough 140 editors of 25 business pub- Cement , cars & Finions — OC rus 
the wholesale nursery business, in lications, we are giving them really perti- Coal Crushers and Pulverizers Humidifying a Rubber Belting | 
radio, a technical expert on cotton, al ) Coal Mining Equipment Incandescent Lamps Rubber Hose 


nent, up-to-the-minute information and 
counsel relating to their industries — and 
their problems. Information written in the 


Industrial Powered Trucks 
Industrial Tractors 

Interior Lighting Equipment 
Internal Combustion Engines 


Cooling Towers 

Diesel Engines 

Diesel Lubricants & Oils 
Dredges 


Safety and First Aid Equipment 
Stationary Compressors 

Steam Engines 

Steel Piling 


and developer of automatic machin- 
ery. He joined White-Lowell this 


summer in his novel capacity as the language they understand and talk — the Drilling & Boring yo oes 5 ee (General) | name 5 Seeet 
. , , otri i i tructural Stee 
result of the spectacular success of language of their fields. Electric Generating Equipment ee ee, wee ; 
- a . cee or Electric Regulators, Voltage Lubricating Systems & Devices Switches 
his “Sta-Up-Top” girdle, the widely Phat they are reading is evidenced by the Control and Reactors Material Handling Equip. (Gen.) Taps & Dies 
advertised feature of the new Le fact that paid circulation of McGraw-Hill Electric Wire & Cable Mechanical Rubber Hose _ Temperature Control Instruments 
G ants es ee = "ta A Broth = publications today is at an all-time high. Electric Wiring Material Metal Buildings, Pre-Fabricated Textile Chemicals 
i », made by Warner Brothers , ‘ 


Time Switches 
Transformers ‘ 
Turbines & Water Wheels 


Excavators, Power Shovels 
Explosives 
Exterior Lighting Equipment 


Metal Roofing & Siding 
Noise Insulation 
Packing & Gaskets 


Company. 


Mr. Herbener also invented “B- Flexible Couplings ro SS Ls ony : ar pocntene | 
at’ garters thie ade atvle ; Fire Extinguishers aint Spraying uipment -Belts 
flat” garters, which made style his: Yrelraetts © \ Fixed Conveyors Pipe (Metallic) Vibration Insulation ' 
tory several years ago by selling a a Ay pel se ES Flashlights Pipe (Non-Metallic) Wire Rope 
$15,000 worth in one Fifth Avenue For copy of any of these reports, check coupon and specify product ................. No. I 


store as the result of a single maga- 
zine advertisement, together with a 
vast amount of publicity and word- 


ASK 5000 MEN 


of-mouth promotion which this flat, 
invisible, round-the-leg garter cre- A prominent manufacturer of heating and 
ated. The product was withdrawn ventilating equipment recently question- 
from the market two years ago to 


naired 5000 men on Sweet's catalog list to 
determine their publication — preferences. 
The tabulation of their replies gives a 
vivid picture of what publications cover 


permit further 
ment, but 


technical develop- 
will be reintroduced soon, 


Feminine Dainties No Mystery this market. For POWER’S summary of 
: the firures, ask G08... .cccccscccses No. 3 
How an engineer became con- 
cerned with women's undergarments 
is interesting. Mr. Herbener ob- | ’ 
served while on a trip some years FARMER'S RELIEF 


ago that the otherwise neat appeat 


Set sales are about to go up, savs RADIO 


ance of smart women was upset by eee coe tenets tli a om he RETAILING, and rural markets will be an 
, : . ) { wcheve now ; 
{ bulky and untidy garters. He set | a ; important factor. The July issue presents 
os ies the time to sell and advertise more vig ; 
* to work to make a new and better | a map of the United States showing lines ; 
| i orowmy, ts best evidenced by our own nstructed and planned by R.E.A. Also 
P . , . ‘“@ > , : con “4 « « - oBecdhe 4 s 
my product which would remedy the newspaper campaign in the New York : paces Bev oll Bim yer Tag : 
to P The res ‘a8 , ‘ suppes ‘ ¢ ales 
situation rhe result was the B-flat limes and Chicago Tribune, highlighting | ty rv sets. wind-drive h rvers yl { 
: ; mattery sets, . argers, gas >. ] 
product, made of rubber, despite the the reading matter of one million top en rs . eo - ae _ameatyg i 
7 driven chargers, etc., by setting at rest the 
fact that leading rubber companies gineers and executives. We believe this a , "owt 
. eee: te tihilinss: intin. teandieia Cink aaindiematades farmer's fear that these items will become 
experimented for months and de- ' bl raised ar : 1 obsolete through the coming installation of j 
clared such a product could not be oF our publications; to make them even hich lines No. 4 
~ 7S eee eeeesoeeeeeseeeeeee es 6 . . 7 
; made He proved his .contention more effective sales tools for your clients in , ’ 
oa : ‘ helping them to reduce costs, increase sales, Laboratory model television receiver, worked out in 
despite the head-shaking of rubber employ more peavie and increses profits ELECTRONICS’ Laboratory as service to design 
suinietete | peo} ‘ ase | ! engineers, continues to draw distinguished audiences. 
‘ I alist: Show your clients what McGraw-Hill is LIQUOR TOTTERS 
His experience with garters led doing. Reprints on ee eee No. 2 
Te ; . A : 
‘o. him to the girdle field So many Not under the influence of its own stuff, 
* a . 
= women wore girdles with garters at but under that of new taxes, the Liquor HITTING A STRIDE 
a tached to hold the girdle down that industry is reeling. The facts behind the 
ud the market for a separate garte 25c tax on floor stocks — the strategy and The trend in oil and gas power is well re- 
was limited. Hence the demand for the effects are discussed in an illuminating flected in a tabulation of the 557 Diesel in- 
ddan eheite Genk was ohne | piece in BUSINESS WEEK. Charts inter- stallations since January 1, 1937 and the ’ 
rh - : ~yth ‘ Most items in SPACE carry an identification num- preting Internal Revenue data—give the im- 324. Gas Engines for the same period — in 
0 i such 3 ; : p ; . 
n, and such a product will short ber, with corresponding numbers in the return port picture and shows how whiskey domi POWER for June. Characteristics of the 
ly be introduced Developed origi. | coupes. You are cordiaily invited to use this cou he ke 11 ! 
pon for Gull tent of astickes seferved te. Gf couree nates the market and how gin, brandy, rum engines are given — the owners — the driven 
nally to help sell more B-flat) gar there'll be no obligation involved and other spirits split what's left., No. 5 equipment — the makers, No. 6 
ters, Mr. Herbener hit upon a prod 
; uct which he considers far more im 
bat portant than the garters them 
selves 
” The first actual test of the new 
White-Lowell business-building pro 
PO is gram is scheduled for the very ; 
hy 
ra 
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Cafe Scenes to 
Lend Glamour 


line 


New York, June 28.—Scenes in 
leading cafes and hotels in oriental 
and tropical countries will highlight 
th summer campaign for Gilbey’s 
gin, it was announced by National 
Distillers Products Corporation here 
today. The drive, embracing news- 
papers, magazines, and outdoor dis- 
play, will revolve about the central 
theme, “All over the world, great 
drinks begin with Gilbey’s gin.” 

The newspaper campaign starts 


this week and will continue for the 
balance of the summer. Metropolitan 
papers in 32 states will carry 300 
insertions, 
1 C smaller communities using the same 
G b copy in smaller size. 
to 1 ey Opy Six national magazines will carry 
—— the Gilbey message in August issues. 
On the schedule are American Maga- 
zine, Collier’s, Cosmopolitan, Esquire, 
The New Yorker, and Redbook. A 
number of the insertions will be in| an 
color, and others will be full pages 
in black and white. 


with papers in| 


WXYZ Moves 


business, 


Plugs Foes in 
Drive to Sell 


Boston, Jur 
bring back a measure of prosperity, 
Kane Furniture Company has started 
institutional 
paign based on the premise that 
lower prices are the means of mov- 

Topping & Lloyd, Inc., has the Gil- | ing merchandise, stepping up factory 
bey account. |operations and employment. 
| Ammunition for the series of in- 
|sertions was gathered through en- 
Station WXYZ. Detroit, has moved | @orsements of the central idea by 


its executive offices to the Stroh bldg. social 


leaders. Senator David I. Walsh of 
Boston Store Massachusetts, Governor Earle of 
Pennsylvania, Senator H. Styles 


Bridges of New Hampshire, Daniel 
C. Roper, Secretary of Commerce, 
and Fannie Hurst, novelist, were 
among the prominent persons whose 
ideas were expressed in the copy. 

With the plan finding evident suc- 
cess other retailers throughout Bos- 
ton are joining the campaign and 
newspapers are applauding the idea 
editorially. Unique in the series of 
advertisements is one which shows 
the activities of many firms in this 
direction, including some of Kane’s 
competitors. Actual copies of rival 
advertisements are incorporated into 
a single piece of copy under the 
Kane “slug.” 


28.—In an effort to 


advertising cam- 


and governmental 


ea iM ci a? dates inl alarm 
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230 BRIGHT SPOTS 


Best prospects for selling industrial equip- 
ment are the industrial companies that are 
operating ata profit. But where can you find 
such companies today? FACTORY found 230 
that repomae net profits totaling $152,000,- 
000 in the first quarter of 1938,......No. 7 


AMPLIFIERS FOR MINES 


- 
A Cuban mine Rought a Public Address sys- 
tem for use in putting across a safety cam- 
paign. The workers were fascinated by bur- 
lesque “radio programs” with safety maxims 
as commercials. ENGINEERING AND 
MINING JOURNAL tells the story and 
suggests other meeting and campaign uses 
for amplifiers in mines, ,........... No. 8 


POWER FALLACIES 


Except for power engineers, practically the 
entire population of the United States 
clings to certain fallacies about power. A 
talk delivered by the editor of POWER de- 
bunks seven fallacies of importance to 
everyone selling power equipment. It also 
discusses trends in the field and require- 
ments for successful advertising of power 
equipment. For a@eprint,........... No. 9 


aoe ee 


NEW SKYWAY 


Next year a brand aew air line will con- 
necdt Halifax with Vancouver and Seattle. 
AVIATION t@ls the story of how Canadian 
National Railways and the new Trans- 
Canada Air Lines Corp. are building an air 
line the right way. A five-page story of the 
men and methods that will make air trans- 
port history. No. 10 


LONG-TERM NEWNESS 


!RANSIT JOURNAL this month is pre- 
senting # comprehensive review of mod- 
ernization in the intra-city transport field. 
Iwelve articles show what long-term mod- 
ernization is doing for individual companies 
and for the industry as a whole. For a copy 
ot the July issue, check No. Il 


SEASONAL DEMAND 


The heat's OFF in buildings, hotels, the- 
atres and factories —so the heating plants 
must be refurbished ready for the fall start 
up. Also the summer heat’s ON in those 
buildings —so the call is for ventilating, 
‘ir cooling, fume exhaust. MILL SUPPLIES 
points out the important new equipment 
ind replacements that can be sold now, in 
"! types of buildings, No. 12 
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“Food manutacturing exhibits will be features of the 1939 New York World's Fair,” 


4G 
” 
a 


says FOOD INDUSTRIES. This model of Borden Company's 


Tomorrow” 
milked automatically at one time. 


““SPACE’’ SAVING 


When SPACE was started four months ago, 
it was hoped that agency men would find it 
of real interest and value. Comments thus 
far indicate that they do. Here, for instance, 
is a note from a well-known advertising 
man: 

“I just want to let you know that in my 
opinion your new digest of interesting in- 
dustrial sales and merchandising angles un- 
der the heading SPACE is one of the most 
constructive efforts I have ever seen. It 
promises to be so useful upon occasion that 
! am having a special file made for it so 
that it will always be ready for reference 
in this office.” 

If other agency men want to keep files 
of SPACE, McGraw-Hill will be glad to 
supply copies of the first three issues, while 
they last. For the three back numbers to 
make your file complete, check No. 13 


——— 


“Dairy World of 


will feature an electrically operated rotolactor on which 15 cows will be 


NEW HIGHWAYS 


The prize-winning designs for elevated high- 
ways to relieve congestion and speed traffic 
in densely populated cities are illustrated in 
CONSTRUCTION METHODS AND 
EQUIPMENT. Several cities are now pro- 
jecting comprehensive systems of such types, 
adding a new market for structural steel, 
steel flooring, piping, welding, lumber, wires, 
cables, conduit, lighting standards, lighting 
equipment, paints, etc, 


ee 


WHEN PROSPECT SAYS “’NO’’ 


A copyright feature of ELECTRICAL WEST 
is a 4-page insert each issue on (a) the 
market for a specific electrical appliance, 
(b) what to do when the prospect hesitates, 
and (c) how to publicize it. June issue is 
on Electric Roasters. No. 15 


Gentlemen: Without obligation, please send me full text on the items checked: 


, 

7 

‘ 

' McGRAW-HILL PUBLISHING CO., INC. 
$ 336 West 42nd Street, New York, N.Y. 
H 

‘ 

‘ 

H 

: [] No. 1. Advertising Check on (products) 
H [) No. 2. McGraw-Hill Reprints 

: [) No. 3. Ask 5000 Men 

H [) No. 4. Farmer's Relief 

' [] No. 5. Liquor Totters 

4 [] No. 6. Hitting a Stride 

: []) No. 7. 230 Bright Spots 

H [] No. 8. Amplifiers for Mines 

‘ 

’ 

H BND a cccicccecdseuewns 

‘ 

‘ 

4 Ce 5 bic 66508-0044 

’ 

‘ 

: City 

’ 

‘ 

‘ 
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Power Fallacies 


[] No. 9 

[) No. 10. New Skyway 

[] No. 11. Long-Term Newness 

[] No. 12. Seasonal Demand 

[] No. 13. “Space” Saving 

[yNo. 14. New Highways 

[) No. 15. When Prospect Says “No” 
State 
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THE WAY BACK 


(== =|KANE’S [== 


WHAT THIS COUNTRY NEEDS IS 


LOWER 
PRICES 


TO START PEOPLE BUYING, MEN 
WORKING. PROSPERITY RETURNING 
SAY FAMOUS AMERICANS 

Senator WALSH Says: 


"The only way we can solve the usenmploymen? problem is 


by creating employment in private industry.” 


Gov. Earle of Pennsylvania Says: 


A deve for wall retell merk ups end greeter turnover is 
one of the most constructive steps thet the merchent con 
tebe rot only for individual benefit but elo for the bere 
fit of ovr country and its entire economic structure.” 


Fannie Hurst, novelist, Says: 


“When you hook your shopping beg on your erm, when you 
loosen your purse strings, you set fectories in motion end 
put unemployed beck to wort 


KANE'S ANSWERS THE NEED WITH 
A MIGHTY DRIVE TO LOWER PRICES 


And the Buying 
Public Is With Kane’s! 


“We're with you,” that's what the 
letters we're getting are saying. 
"Just give us low prices and we'll 
do the rest." From every walk of 
life people are cheering Kane's 
mighty effort to promote pross 
perity—eager to cooperate in 4 
movement which is giving facto- 
ries work and men jobs again. 


Join the Crowds who are coming to 
Kane’s, Save! Because Kane’s is 
pointing the way back to prosperity. 


“hee at Voor Nearest Mane Gtore 


Coming 
Conventions 


July 11-13. Annual convention, Ex- 
clusive Distributors Association, Neil 
House, Columbus, O. 


Aug. 14-17. Annual convertion, 


International Association of Print- 
ing House Craftsmen, Boston. 
Aug. 16-19. Annual convention, 
National Sign Association, Stevens 
Hotel, Chicago. 
Aug. 23-25. Annual convention, 


Outdoor Advertising 
America, Denver. 


Sept. 12-16. Semi-annual conven- 
tion, Premium Advertising Associa- 
tion, Hotel Astor, New York. 

Sept. 18-21. Annual convention, 
Mail Advertising Service Associa- 
tion, Hotel Statler, Detroit. 

Sept. 19-20. Southern Newspaper 
Mechanical Conference, Biltmore Ho- 
tel, Atlanta. 

Sept. 19-23. 
Management 
ee &, 


Sept. 21-23. Annual conference, 
National Industrial Advertisers As- 
sociation, Hotel Statler, Cleveland. 

Sept. 28-30. Annual convention, 
Direct Mail Advertising Association, 
Stevens Hotel, Chicago. 


Sept. 28-Oct. 1. Annual conven- 
tion, Association of National Adver- 
tisers, The Homestead, Hot Springs, 
Va. ¥ 

Oct. 8-9. Annual convention, Na- 
tional Advertising Agency Network, 
Washington, D. C. 

Oct. 10-14. Annual convention. 
National Association of Retail Drug- 
gists, Hotel Sherman, Chicago. 

Oct. 18-19. Fall convention, In- 
land Daily Press Association, Hotel 
Sherman, Chicago. 


Association of 


Seventh International 
Congress, Washington, 


Oct. 21-Nov. 3. Annual conven- 
tion, Financial Advertisers Associa- 


tion, Fort Worth, Tex. 

Nev. 5.—First annual convention, 
Pennsylvania Democratic Newspaper 
Publishers Association, Penn-Harris 


¥e & 


Hotel, Harrisburg. 
Dec. 27-30. Annual convention, J 
American Marketing Association, 2 


Detroit. 
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Voice of the Advertiser 


And How Are Your Folks? 


To the Editor: Once in a long 
while, a ray of sunshine creeps into 
the drab life of the news director of 
a tire manufacturing company. 


One of such times is when some 
beautiful girls or some nationally- 
known stage, screen and radio com- 


edians happen to be in the vicinity 
of some of the products which his 
company manufactures when a stray 
photographer happens to come along. 

When the girls are as lovely as 
those with the hilariously absurd Ole 
Olsen and Chic Johnson, it seems 
only fair to share a view of their 
charms with one’s friends. 

If your readers are like most folks, 
perhaps they would like to see the 
photographs that I am sending you 
enclosed. If so, it would hardly be 


fair for us to deprive them of the | 
pleasure, would it? 
Just in case the wife and kiddies 


might be interested, drop me a line 
and I'll be glad to send along a few 
extras. 
H. S. Hoover, 
General Tire & Rubber Company, 
Akron. 
vgveyY 


Some Sidelights on 
Colorful George Oles 


To the Editor: The account (Ad- 
Libbing for June 27) of George L. 
Oles’ advertising in Youngstown, 


This department is a reader's forum. 


Ohio, interested me immensely be- 
cause I used to read his ads fifteen 
and more years ago when I lived in 
the Mahoning Valley. 

You will be interested to know 
that Oles once ran for Mayor of | 
Youngstown, limiting his campaign | 
to the ads he ran for his market. At 
that time his main opponent was 
another local merchant, and the two 
candidates used to go after each 
other, hammer and tongs with copy 
that got votes and sold meat—only 
Oles got the most votes on election 
day. 

The rumor was that Oles’ attorney 
always okayed the ads before they 
were given to the two papers. I 
don't wonder, because once he lam- 
basted the blue blooded ladies who 
lived up on the hill because they 
didn’t pull the shades when they 
prepared for bed, 

His market was a former opera 
house and Oles used to advertise fish 
that were cleaned in Sarah Bern- 
hardt’s dressing room! 

George Oles’ advertising has been 
a Youngstown institution for about 


20 years It always gives me a 


chuckle when I am in the neighbor- 
hood of Youngstown and have a 
chance to read his copy 

Gprorce O. Hacker, 


Director, Plymouth 
Plymouth 
Corporation 


v v v 


Mennen’s Gets a Boost 


Salesmen’'s 
League 
Chrysler 


Division, 


To the Editor: We bow to the 
New Yorker tor recognizing in a cat 
toon, issue of June 25, the con 
siderable influence of the advertising 
of Mennen Skin Bracer on the love 
life of the nation 

Attached are the New Yorker cai 
toon -and typical advertisement of 
the new Mennen Skin Bracer series 

S. B. Baker, 

H M. Kiesewetter Advertising 

Ageney New York 

[ kedito Note: The magazine car 
toon showed a couple of enthralled 
Happers lounging about, with one 
of them wondering whether “it was 
just the moonlight and his afte 


shaving lotion.” 
Shoemaker’s Young 
Are Very Well Shod 


‘I the Editor Hoping that the 
i ts own backyard would 
tu ‘ retty green, the mart 
ket rese section of the General 
|e licity department in 
Sx ene re he organiza 
tio ge fices are located, 1 
cently turned its surveying spotlight 
or ne of the fice groups of 242 em 
ploy: wit teresting results. The 
inquiry covered household electrical 
appliances d did not specify G-E 
products alone 


WPA 


EMPLOYEES 


Letters are welcome. 


"RAY OF SUNSHINE" 


The replies indicated a 
3,360 appliances in use, or an aver- 
age of 14 per employe. The number 
of lamp bulbs in service was 6,033, 
or an average of 25 per emplove. 

Comparison of the results, after the 
elimination of the unmarried, showed 
that the 210 employes’ homes ex- 
ceeded the national average in the 
ownership of many appliances. In 
radios, the figures were 90.5 per cent 
ownership by employes to S82. per 
cent for the national average; in 
vacuum cleaners, 85.7 to 48.8; in 
refrigerators, 78.2 to 49.4; in ranges 
16.7 to 9; and in oil 
14.7 to 5.5; and so on 
dozens of other appliances. 


total of 


burners, with 


Even the market researchers un- 
derestimated the healthy electrical 
appetites of their subjects. They 


listed 
naire and obtained answers covering 
more than indicat- 
ing that the spirits of Steinmetz and 


53 appliances in their question- 


80 classifications, 


furnaces or | : ng : ; 
furna j}duction of Wilding sound pictures for 


| lowing 


Edison still hover over the Mohawk | 
Valley. 
K. G. PArrick, 
General Electric Company, New 
York, 
vw? 
Alert Merchandising 
To the Editor: Here’s an ad from 
the Boston American of June 24 


that intrigues me 


FOO Ok kk 


NOTICE! 


As employees of U. S. Government or | 


State WPA projects, you are entitled to 
every service. every courtesy. every con- 
sideration, and to high credit rating. We 
invite you to use your credit at our stores. 


To help you own the things you need 
for yourself. your home, and your family, 
WASHINGTON JEWELRY CO. has ar- 
ranged a special credit plan. 


ASK FOR MR. GROVER, WHO 
WILL TAKE CARE OF YOU! 


Come to the Washington Jewelry Co, 
WHERE FRIENDLY CREDIT MEETS YOU 
AND FRIENDLY SERVICE GREETS YOU. 


WASHINGTON 


Sewelry Co. 


Shop at Nearest Store! 
365 WASHINGTON STREET 


503 WASHINGTON STREET | 


Also Fitchburg, Waltham, Brockton 


Kak kkkkkk kkk 


When a jewelry concern finds it 
profitable (assumed) to advertise 
WPA employes “to he Ip you own the 


things you need—radios, dishes, elec- 
trical goods, silverware’’— it’s some- 
thing to think about. 
Tim THRIFT, 
Elliott Addressing Machine Com- 
pany, Cambridge, Mass. 


Ten thousand “firecrackers’’ were 
passed out by attractive young ladies 
in the concourse of the North Sta- 
tion to commuters and other passen- 
gers to advertise our Fourth of July 
Excursions. 

The “firecrackers” are real fire- 
crackers made by the National Fire- 
cracker Company, except that no 
powder was inserted in the crackers 
or the fuses. 

We took our regular flyers and had 
them printed on this color paper so 
that they would be like the wrapping 
on cannon crackers. 

They created much favorable com- 
ment and hundreds of our passengers 
had a lot of fun with them by drop- 
ping them behind some friend with 
a warning of “look out.” Trainmen 
reported that most of the crackers 
went into the homes which was 
where we were trying to get our ex- 
cursion flyers. 

H. L. BALpwin, 

Boston and Maine Railroad, Bos- 

ton. 

* ¢ 2 


Applauds Sales Crusade 

To the Editor: We were glad to 
see the article in ADVERTISING AGE 
last week in regard to the National 
Salesmen’s Crusade. 

We, too, have a great deal of faith 
in this movement and believe some- 
thing can be accomplished by it—to 
the extent that we have sent out a 
Western Union message to more than 
500 executives of national organiza- 
tions, urging them to join the drive. 


v,gewey ede Stara ‘ 
Merle Thorpe, of Nation's Busi- 

. ’ 
Recession? What's That? ness, is also behind this Crusade. 
To the Editor: We are sure in|In this connection, I don’t know 


these days of “blue crying” the 
facts will be interesting 
readers of your publication. 
Recession? To the Wilding organ- 
ization it’s just a word. With all 
three studios in full operation, pro- 
the first six months of 1938 reached 
an all-time high. Sales volume is 
likewise substantially ahead of 
corresponding period of 1937 
rently in production are sound 
tion pictures and sound slide films 
soon to be released for Willard Stor- 
Battery Company; Affiliated 
Greyhound Lines; General Tire & 
Rubber Company; Shell Union Oil 
Corporation; Independent Grocers 
Alliance Distributing Company; Har- 
ley-Davidson Motor Company, Seiber- 
ling Rubber Company; Fisher Body 
Division of General Motors; Surface 
Combustion Corporation; Goodyear 
Tire & Rubber Company; Dodge Di- 


Cur- 


age 


‘attention to “Salute 
the | 


mo- | 


vision of Chrysler Corporation; and 
Duo-Therm Division of Motor Wheel 
Corporation. 

We are interested in seeing this 
published in your columns not so 
much because it is Wilding, but 
rather that we think items of this | 
nature give others a little cheer in | 
the fact that there are concerns in | 
lmerica today whose sales curve 
line is actually swinging upward 

W. E. Dirrz, 


Advertising 
Picture 


Manager, 
Productions, 


Wilding 
Detroit. 


End to Woeful Tales 


To the Editor: We have seen | 
many cases where salesmen have 
gone in to see prospects and met | 
with such tearful tales of woe about 


business conditions that they went 
out with sagging knees and jaws 
hanging to the ground It's had 
enough not to get any business with 


ut having to listen to all that 


We designed a little card so that 
whenever a person starts crying the 
blues too much the other fellow 
reaches into his pocket and quietly 
hands him one of these cards. The 
result is amazing 

Joun B. Frack, 

Flack Advertising Agency, Syra 

use 

[iditor’s note The card reads: 
“Thanks for the opportunity, but I 


to talk 
conditions | have 
decided to work 


preter not 
politic il 


and 


simply 


about business 


as hard as Ilcanina 


useful, constructive manner, feeling 


that unusual 


conditions make un- 


usual opportunities.” ] 
a, ok 
Safe and Sane 

To the Editor I thought you 
izht like to hear about something 
new n railroad advertising It's 
the first time a railroad has tried 
his sort of stunt 

. ° 


fol- | whether you read his article on sales- 
to|/men in 

|} months 

|so good that it deserved special prom- 


The 
ago but 


Commentator 
we thought it 


some 
was 
in our new “Push Book.” In- 
I am sending you one of the 
Books and call your special 
to Salesmen” on 


inence 
closed, 
Push 


page &. 

It looks like a mighty good 
that George Mason 
tor has started, 
lieve we are 
from it. At 


and 
going to 
any 


hear 
rate, it is 


more 


thing | 
of Nash-Kelvina- | 
I sincerely be- | 


pub- | 


licity like yours that is going to help | 


a lot in this Crusade to make “Sales | 
Mean Jobs.” 

DoucLAas E. THompson, 
Vice-President, Jelnap and 
Thompson, Inc., Chicago. 

a, ae 


Charges Prejudice 

To the Editor: Your 
tempt to inject your personal opinion 
of an individual as illustrated by 
your comment regarding Father 


obvious at- | 


ee 


Coughlin under “Rough Proofs” in 
your June 20 issue should not be 
passed over unnoticed. 

Whether or not “Social Justice” 
contains advertising is not a factor 
—even you know that if it had, it 
would not be the objectionable kind. 
A multitude of people other than 
Father Coughlin, in his faith and 
outside of it, are at a loss to under- 
stand what connection an extreme 
condition of undress has to cigarettes 
and chewing gum. 

Perhaps it is a confession of the 
fact that some present day advertis- 
ing men are incapable of creating ef- 
fective advertising of the proper kind 


will prove effective when ideas are 
lacking. 

Incidentally, the ha ha’s of the nar- 
row minded are hardly worth seek- 
ing, and the average advertising man 
will consider your comment rather 
“small potatoes.” 

Editorials and special columns are 
the show windows of a publication, 
and should carefully omit any refer- 
ence to religion in terms which might 
infer prejudice. 

H. L. WALSH, 
Brooklyn, N. Y. 


Now Good Impressions 


Ritt-Miller Company, Chicago ad- 
vertising printer, has changed its 


name to Good Impressions, Inc. 


‘UNUSUAL COVERAGE 


oe RE NORE we 


eng ae eam ea 


Cirewlation This issue 60.000 


RACTICAL BUILD ER 


A Sear ta the Practical Prablems of Bu 


Eastern Busider Feat res 
Stand dard Material in Homes 


ne Cte ine teint Me 
Neuere Hewn 


r ad A a : 
TN ar AR 


PRACTICAL BUILDER'S 70,000 building 
contractor readers provide manufacturers 
most direct method of contact at lowest 
cost with largest bona fide list. (Adver- 


tisement.) 


YOU BET! AND 
THE COST IS 

ACTUALLY VERY 
SMALL, T00 
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HISTORIC ROLE 
OF MAGAZINES 
TOLD IN FILM 


“Yankee Doodle Goes to 
Town’ in Premiere 


New York, June 28.—To dramatize 
the influence which national maga- 
zines have exerted on the growth 
and development of the nation, Col- 
ver’s has produced a motion picture, 
“Yankee Doodle Goes to Town,” 
which was previewed here today by 
500 advertising men in the grand ball 
room of the Waldorf-Astoria. 

The art of the cinema was skill- 
fully utilized to tell an impressive 
story for advertising. The picture, 
which will be given wide distribu- 
tion, is available in two sizes; 3 
millimeter for large group showings, 
and 16 millimeter for smaller groups. 

In discussing the picture’s scope 
the magazine said, in part: 


No Time Like Present 


“How about picturing the value 
of advertising in relation to our na- 
tional life; why not re-emphasize the 
sturdy principle that there can be 
no mass production without efficient 


vehicles for mass selling? Fortu- 
nately, there never was a better time 
than now for national advertising | 


and national magazines to tell their 
story. After passing through a mael- 
strom of ‘gadget’ ideas in politics 
economics, and in selling procedure, 
after witnessing some frantic at- 
tempts to grasp slick and quick sell- 


ing expedients, national magazines 


and the advertisers who march with 
them have come through stronger 
than ever before. Today more re- 


markets of consum- 
effectively by 
information and 


sponsive, larger 
ers are reached 
sounder journals of 
entertainment 


more 


Printed Word Means Progress 


“Since this country’s inception, 
the printed word and the periodical | 
have been hand-maidens of progress; 
very little history has been made 
where magazines have not been privi- | 
leged to play an important part. To 
high-light some incidents, both past 
and present, where the influence of | 
magazines has changed Yankee Doo- 


dle’s life 
medium of the 

“Written and 
City, California, 
ng motion 
Doodle 
magazine's cont 


story, 
motion picture. 
produced in Culver 
by of the 
picture studios, ‘Yankee 
Town’ portrays the 
ibution to our prog- 
ever this country 
weakly-sewn patchwork of 
brawling states.” 

Though no sustained runs 
hrough the film, it in 

rly sequence a series of highlights 

American history, 


one 


Goes to 


ress since was 4 


thirteen 


story 


presents or- 


starting 


Collier's turns to the | 


lead- | 


with | 


drafting of the constitution 
nal adoption of the constitution, 
ch was at first distrusted and | 
ed, was credited in the picture 
irguments written by John Jay 
Alexander Hamilton under the 
name of “Publius.” Good copy | 
the nrst national advertising cam 
sold Yankee Doodle his form 
vernment, says the picture 


Milady Buys Trapper’s Wares 


ere follows a scene in the home 
n early pioneer trapper, whose 
Was sold a new bonnet by the 
nee of Goday’s Ladies’ Book 
rnal whose fashion ideas helped 
aden the market for the trap 
furs. Then down through the 
the theme proceeds, depicting 
nquering of the West: the heal 
the breach left by the Civil 
the building of the railroads; 
Sssage of the prohibition amend 
il its repeal—and in every 
the power and influence of 
Onal magazines is vividly 
ved From the early pam 
he giants of the present 
®y pass in review upon the 
all actors in the story which 


ells entertainingly 


and con- 


Western Radio Union 
Plans Are Discarded 


Plans for a national radio network 
in towns under 10,000 population 
were discarded last week when John 
H. Perry, new president of Western 
Newspaper Union, announced a de- 
cision to discontinue Western Radio 
Union, WNU subsidiary. 


Denny to New York 


J. Howard Denny has resigned as 
vice-president and merchandise man- 
ager of Scruggs-Vandervoort-Barney, 
Inc., St. Louis, to join Franklin 
Simon Company, New York, as presi- 
dent, director and general manager. 
yeorge W. Johns, formerly division 
merchandise manager, succeeds Mr. 
Denny as general merchandise man- 
ager in St. Louis. 


Acquires “Planet” 

Afro-American Newspapers, Balti- 
more, Md., has acquired the Rich- 
mond Planet, a negro newspaper. 
This makes the fourth in a chain of 
newspapers published by the com- 
pany, which includes Philadelphia 
Afro-American, Baltimore Afro-Amer- 
ican, Washington Afro-American, and 
Richmond Planet-Afro-American. 


Wells Changes 


Alan A. Wells, formerly associated 
with Peck Advertising Agency, New 


York, has been named manager of! 


the sales promotion division of the 
National Retail Dry Goods Associa- 
tion, New York. Before going with 
Peck, Mr. Wells was with the Kresge 
store in Newark and Gimbel Broth- 
ers in Philadelphia. 


Erect Biggest Sign 
for Schmidt’s Beer 


Schmidt & Sons, Inc., Philadel- 
 phia has erected a spectacular 87 
in the city, for its ale and beer. The 
neon sign is located on top of the 
Kirschbaum bldg. 

Al Paul Lefton Company, 
phia, is the agency. 


Philadel- 


Sweeney Opens Office 


Graphic Laboratory, a new service 
‘in the field of analysis and presen- 


tations of market survey reports, 
special magazine articles and issues, 
trade association bulletins, trade 
studies and general sales presenta- 
tions, has been 

— at 17 E. 48th street, New 
York. 


| feet long and 62 feet high, the largest | 


|merly worked 
started by Gene / agency field as an account executive 
| with 


“Courier” Makes Tie-U p 


The Daily Jewish Courier, Chi- 
cago, has made a tie-up with the 
Jewish Food Merchant, organ of the 
Independent Retail Jewish Grocers’ 
Association, Independent Delicates- 
sen Association of Chicago, and Re- 
tail Delicatessen Industry, in which 
the Courier will run features of the 
Food Merchant every Sunday and 
Wednesday. A daily section will be 
issued shortly. 


Gollin to Calvert 


Calvert Distillers Corporation, New 
York, has appointed J. A. Gollin as 
sales promotion manager. He for 
in the advertising 
the Gardner Advertising Com- 
pany. 


(Toll Test) 


WNLC 


WSAR 
WNBH 
WHAI 


WLLH 


WLNH 
WRDO 


WNAC Boston 
WTIC Hartford 
WEAN Providence 
WTAG Worcester 
wicc  JBridgeport 


{New Haven 


New London 


WCSH Portland 
WLBZ Bangor 
WFEA Manchester 


Fall River 
New Bedford 
Greenfield 


Lowell 
Lawrence 


Laconia 
Augusta 


THE YANKEE NETWORK, IN 


Connecting 


ae 


All 
New England Markets 


HOUGH widely separated geographically, the many 


markets of New England can be connected instantane- 
ously, economically and effectively through the extensive 
facilities of The Yankee Network. 
Fifteen stations comprise this New England-dominating 
group—each station situated in the urban shopping center 
of a major trading area. Together they provide complete, 


sales-producing coverage of the entire New Engiand market. 


BOSTON, MASSA 


ss EDWARD PETRY & CO., iNC., Exclusive Aap becy Sales Representatives 
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July 4, 1938 


Ralston Purina Company 


Tells How It Increased — 


Sales, Reduced Expense 


St. Louis, June 28.—How Ralston 
Purina Company effected a 78 per 
cent increase in sales per salesman, 
a 58 per cent reduction in unit sales 
cost and a 64 per cent reduction in 
combined sales and advertising ex- 
pense, is described in a book by A. 
P. Truex, entitled “A Search for 
Profits in Marketing Activities.” The 
material, which will be made avail- 
able for study by college classes, re- 
cently brought John S. Jones, Purina 


sales research director, national 
honors when he was awarded the 
Howard G. Ford plaque for his 


scientific approach to the sales prob- 
lems that faced his company. 
Manufacturing a complete line of 
feeds for livestock and _ poultry, 
cereals and a number of sanitation 
products, the Ralston Purina Com- 


pany has mills located throughout 
the United States and Canada. 
Cereals are sold by an_ entirely 


different sales force 
tributed through 
channels than 


and are dis- 
entirely different 
the feeds and sanita- 


PRINTING 


use ONE 61 ALL 
just as YOU desire 


... but all are here ready to 
serve you. Speed, economy 
and satisfaction always assured 
when you use FAITHORN 3-in-] 
Service. No job is ever put 
through the Faithorn plant as 
a mere matter of type, ink or 
presswork .. . To us, every bit 
of engraving, printing or type- 
setting represents a message 
for your prospective purchaser. 
It's the reason why many of our 
customers feel that they can 
entrust the entire job to us with 
full confidence in our ability. 
There is no charge for this 
extra interest. It is part of our 
creed. The payment for it comes 
through the enthusiasm of cus- 
tomers who know they have 
found a concern that under- 
stands the real meaning of 
SERVICE. We are here to help 
you... Let’s get together! 
Exceptionally well fitted to submit ideas, 


make layouts, prepare sketches and draw- 


ings through every step of production. 


r 
MAEee & meer” % 


Write or Phone for 
One of Our Representatives 


FAITHORN 


CORPOR3ZTION 
Telephone Wabash 7820 , 


$04 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 


|questions designed to help the ob- 
servers draw out the salesman. 
Schedule D, for the observer to 


| 


stock): 
| trol 
| territory for most profitable results 


| heir 
} ers, 


of the s@eiesmen’'s time was spent on 
4mi{sceilapeous 


tion products, the analysis being con- 
fined to feeds for livestock and poul- 
try. 

Feeds or “Chows” are distributed 
in the United States, Canada and 
some foreign countries primarily 
through retail stores. These dealers 
are usually located in a buying cen- 
ter for farmers and may handle, in 
addition to feeds, anything a farmer 
is likely to buy. The sale of feed to 
farmers who raise their own grain 


and roughage is a difficult task. In 
the beginning, Purina Chow sales- 
men contacted feeders direct, sold 


them and then selected a dealer to 
handle the feed locally. 
Chow tonnage and marketing ex- 


pense increased in about the same 
proportion until 1925. During the 
next three years expense increased 


much more rapidly until in 1928 it 
had more than doubled the increase 
in tonnage. The sales force had 
trebled and additional field supervi- 
sion was needed. Territories were 
changed frequently and contracted 
in size and possibilities with each 
change. Advertising and _ selling 
effort increased in intensity but 
profits rapidly declined. 


Methods Are Studied 


In the spring of 1929 a new de- 
partment was formed with these ob- 
jectives: 

1. To find out what performance 


the company could reasonably ex- 
pect of Chow salesmen. 
2. To discover how’ salesmen 


could best be trained to do the work 
expected. 

3. To establish an effective meth- 
od of control to see that salesmen do 
the work expected. 

Analysis of the work of the sales- 
men was the starting point. Two 
company men possessing training as 
analysts with no previous knowledge 
of the Purina salesman’s work, made 
this study. 

As a result of this preliminary 
field work the experts prepared the 
following forms: 

Schedule A, a 


card for recording 


the conditions as well as the sales 

procedure under which each = con- 

sumer interview was made. 
Schedule B, a card upon which 


was recorded what took place during 
each call upon a dealer or pros- 
pective dealer. 


Schedule C, an organized series of 


record his impressions of the sales- 
man’s work. 

Schedule F, a set of questions de- 
vised to find out from the sales man- 
ager how his sales division operates. 

In addition a blank time record 
card was provided salesmen to tell 
how their time was spent. 


Study Salesmen’s Work 


The study was introduced to sales- 
nen as a means whereby the train- 
ing program was to be improved 
Every activity performed by each of 


seven salesmen during 34% selling 
days was observed. By this time the 
observers were finding little new 
material. 

After this field study, the facts 
were organized, sifted and _ inter- 
preted. It was found that best re- 
sults were obtained by salesmen 


whose activities consisted of 1 
securing of adequate 

2. The development of dealers; 3. 
The selling of consumers (feeders of 
4. The management and con- 
all sales efforts within the 


The 
distribution; 


of 


It was learned that salesmen used 
une us follows: Travel, 38 per 
deslers, cent; consum- 
Fourteen per cent 


cent; 26 per 
oo 


-- per cent 


work 


Aftér interpreting all the facts the 
following steps were advised: 
1. The compary should immedi- 


ately attempt to improve its present 


salesmen by giving them the ideas 


CARRIES OUT NEWSPAPER, RADIO THEME 


transplanted to the product's package. 


Don Winslow of the Navy, Kellogg Company's big drawing card for kids who 
listen to Wheal Krispies radio programs and who read the newspapers, has been 


First shipments of the new container will 


reach dealers early in July. 


2. A study should be made of field 
supervisors’ functions and duties. 

3. The company should establish 
definite policies and standards of 
performance for the guiding, train- 
ing and supervision of salesmen. 

4. The sales training program 
should be completely revised to con- 
form with these objectives. 


Picture Ideal Salesman 


Aside from the usual personal 
characteristics such as personality, 


method of measuring the fitness of 
a prospective salesman. 

A study of application blanks of 
740 territory salesmen was made and 
it indicated these qualifications 
should be sought in hiring new men: 

1. Minimum starting age, 25. 

2. Education, exceeding grammar 
school with college education prefer- 
able. 


3. Knowledge of livestock and 
feeding. 
4. Previous sales experience of 


more than one year. 

5. Good physical condition. 

6. Married with two or more chil- 
dren. 

The problem of outlining terri- 
tories neither too small nor too large 
was attacked to balance the oppor- 
tunity in a given area with the effort 
required so that profitable sales will 


result. Executives realized that it 
was costly to expand territories in 
good times and reduce them when 
conditions are bad. <A_ policy was 
therefore established “to carve out 
adequate permanent senior terri- 
tories.” 

These territories were to contain 


enough opportunity and work to 
challenge the best in a salesman re- 
gardless of conditions. Under certain 
conditions additional 
would needed in 
senior territory. 


manpower 


be almost every 


Check on Costs 


Cost standards were developed to 
determine if in any territory 
division above below 
standard 
provided 


costs 
or were or 
The “territory summary” 
essential information for 
checking the situation in any terri- 
tory in relation the forecast. If 
a general sales increase in all prod 
ucts indicated, 
men were added in territories 
where the work indicated that 
salesman could not take full advan- 
tage of the opportunity for increased 
tonnage. If certain territories were 
small in area but highly concen 
trated, additional manpower was not 
desirable even though the extra sales 
expense might not raise the territory 
cost above the standard. 

“There are territories, 
said the report, “where the situation 
might indicate an associate salesman 
will be profitable. In these cases the 
addition is proposed, dependent on 
the ability of the senior salesman to 
train, supervise and direct the asso- 
work. Three to six months 
are usually allowed for an associate 
to get on a profitable basis 

“When a decrease in tonnage is 
anticipated, the situation in 
territory is studied thoroughly 


to 


was associate sales 


those 


ciate’s 


every 


and methods of its best men 


(Contmued on Page 22 ) 


intelligence, loyalty, aggressiveness | 
and past background, it was felt 
there should be some _§ tangible 


Seek $100,000 


for Canadian 
Egg Promotion 


Ottawa, June 29.—Rapid decline of 
egg consumption in Canada during 
the past 10 years has led poultry 
organizations from all parts of the 
country to send a delegation here 
with a petition calling on the depart- 
ment of agriculture to appropriate 
$100,000 for an egg advertising cam- 
paign. 

The rapid disappearance of eggs 
as standard fare on Canadian break- 
fast tables was attributed largely to 
“generous advertising of breakfast 
foods and other products.” The re- 


|quest for the egg appropriation was 


| 


| prices from two to three cents, effec- 
this 
move, Saturday editions of the Times 
and Monday morning editions of the 


| 


based on a precedent set by the de- 
partment of fisheries in putting for- 
ward funds to increase domestic con- 
sumption of fish products. Similar 
government support for advertising 
campaigns has been won by apple 
growers and live stock interests. 
Fred W. Beeson, publisher, Canada 
Poultryman, was credited with bring- 
ing the seriousness of the poultry- 
men’s plight to the attention of the 
nation at large by means of widely 
circulated petitions. The direct loss 
represented by the industry’s decline 
was estimated at $14,000,000 an- 
nually, based on present egg. 


Trenton Price Raised 


The Star-Gazette and Times, Tren- 


ton, N. J.. newspapers, have increased 


tive July 4. Coincident with 


Gazette will be discontinued. 


Soman Jeine National 


Alfred Soman, Jr., has joined the 
sales staff of National Process Com- 


pany, New York. He has served sevy- 


eral leading companies in the offset 
classes for | 
Founda- 


field, 
the 


and has conducted 
Lithographic Technical 


| tion. 


| 
one 


however,” 


New Sales Award 


Salesmanager’s Association of Del- 
aware County, Chester, Pa., has an- 
annual sales award for 


nounced an 
uutstanding campaigns. 
Gallagher is secretary. 


Howard J. 


NEW ENGLAND TO 
WOO VISITORS 
FROM N. Y. FAIR 


Hopes to Double Vacation 
Income in 1939 


Boston, June 30.— Obviously im- 
|pressed with the preparations New 
| York is making to receive countless 
| millions of visitors at its World’s Fair 
next year, the New England resort 
industry has decided te reach out for 
a portion of the rich flow of dollars 
anticipated by the metropolis. Begin- 
ning in November the New England 
Council will launch an aggressive ad- 
vertising campaign in an effort to 
woo fair visitors northward for the 
1939 summer season, thereby dou- 
bling the territory’s present $500.- 
000,000 a year vacation business. 

The theme of this campaign will 
center on the fact that New England 
is only 20 miles from New York. 
Dramatization of the central theme 
will have as its core the slogan, 
“From the World of Tomorrow, Only 
Twenty Miles to the Vacationland 
of Today.” 


Hotels, Manufacturers Join 


For the first time the New Eng- 
land Hotel Association and the Mas- 
sachusetts Hotel Association are rais- 
ing funds for such an advertising 
campaign and every New England 
industry is being asked to lend its 
support to the effort. 

National magazines and newspa- 
pers will form the spearhead of the 
campaign, while outdoor advertising 
and direct mail will also be used. 
A schedule of car cards is being 
planned on all major transportation 
lines leading to the New York 
World’s Fair. New England manu- 
facturers have been requested to add 
\to their letterheads a line calling at- 
\tention to New England as a logical 
/supplement to the World’s Fair visit. 

Rufus C. Maddux, advertising di- 
rector for the council, is handling 
the campaign, and Batten, Barton, 
‘aretion & Osborn, Ine., Boston of- 
|fice, is the agency. 


Drive Starts 


Meanwhile the New England Coun- 
cil will also launch a campaign, 
ischeduled to get under way within a 
|\few weeks, to sell its facilities as a 
center for industrial activity. Full 
|page copy in magazines will call at- 
jtention to the diversity of industry, 
ithe favorable public debt situation, 
| the New England market, intelligent 
labor and other salient points of in- 
dustrial interest. Each point will be 
ithe subject of a separate piece of 
copy. 

This campaign is being financed 
by industrial enterprises in New Eng: 
land. Mr. Maddox is directing the 
leffort. Copy will be placed direct 


| ~ Industrial 
| 


| 


| . 

_ Byers Appoints Agency 

| Ketchum, MacLeod & Grove, Inc. 
| Pittsburgh, has been appointed agen- 
cy by A. M. Byers Company, Pitts 
j|burgh, wrought iron manufacturer 
| Business papers and direct mail will 
be used. 


Ask Yourself: “Wi 


Rapid ‘Stats. They cut corners 
lages . 
superimposition .. . bas-relief 


ean be easily attained with Ra 


RAPID COPY 


NEW YORK — CLEVELAND ~ CHICAGO 
All Phones All Phones All Phones 
VA. 3-3680 MAin 9335 STAte 5977 
career 


Solve My Production’ Problem?” 


Scores of puzzling production problems are solved every day with 


Know the convenience and economy of negative paste-ups . . 
. color correction and separation . 


these and many other unusual effects 


ll Rapid Stats 


and slash costs at the same time. 
. mon- 
. . line drawings . 

pid “Stats. Why 


not investigate? 


SERVICE CO. 
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All Our Men Are on the Spot 


Advertising Age is set up to deliver the news of 
advertising and merchandising. But news is unpre- 
dictable, both as to time and place. So the paper 
which attempts to do a real job of news coverage 
has to be, insofar as is humanly possible, “on the 


spot” at all times and in all places. 


You can sit at an editorial desk in New York and 
get some of the news, some of the time. But if you 
want all of the news, you have to push yourself away 
from that editorial desk and circulate around among 
those who are making the news. And even at that, 
the world’s best nose for news won't get you a story 
that breaks in San Francisco while you're plodding 
up and down Madison Avenue with a notebook in 
vour hand. 


That’s why Advertising Age has one or more staff 
men or regular correspondents in the scores of spots 
you see marked with a cross on the map. They work 
as one coordinated organization, but primarily each 
is responsible for the news in his own community 

the news that no one else can get, because no one 
else is there. 


\nd they’re not “desk men.” They don’t have time 
to sit in beautiful offices, waiting for some one to tell 
them what is happening. They are out around their 
towns, talking to people, getting news first hand, as 
soon as it happens. 


What This Service Means 
to Readers 


This straightforward, on-the.spot newspaper re- 
porting job means that readers of Advertising Age 
“re assured of complete and accurate coverage of 


the merchandising and advertising news breaks in 


New York and other important advertising centers, 
as a matter of course. But it also means that when 
something newsworthy happens anywhere in the 
country, Advertising Age gets it first hand and re- 
ports it fully, accurately and promptly. 


Just to show you how this national news coverage 
works out, let’s analyze last week’s issue of Adver- 
tising Age. In that issue there were 54 date-lined 
stories, not including more than 125 short items, and 
here’s how they stacked up: 


Origin of Story 


New York 
Chicago 


No. of Stories 


te 
~ 


Washington 


ee 


Los Angeles 


Cincinnati 


Pi Ute Lh ik sis os ies cask eke a kewae bees 


Dallas 
SU RIS En ee er er er rae ree 


NE a aici cuwae da wieneh ot AER kek Sak WRK ie 
Harrisburg 
Ee Ee re ee ey er ere 
Battle Creek, Mich 
Flint, Mich. 
GG TL Sd cvtavebedeuasabessacssessacene 
White Sulphur Springs, W. Va 
London, Ont. 


ES: cL cep nvnnd eakeaeseaaseaseneneye 
Springfield, Mass. 
EE ME Bec ssc edawaseeeuboasetedeekenke 
ee Piva cdenbeswescsenbudeund es 
RS BE, enlace sh dee kaudhve’ oscewesssadey 
TS ee ee eee 
SE, Ue kaecctncbesscsRdsesaecadakucewees 
Pe Ge. cctv eenaewadebasssasaneaencebes 
Us Die cc cdiedbataccaaurseeeecenmakaa 
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That is a picture, fairly typical, of how the Adver- 
tising Age staff, the largest and most efficient ever 

thered together to present spot news to the adver- 
_ ys . wae alla Ar et aay 


= 
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The NEWS—Where It Happens 


tising and merchandising world, brings a complete 
cover-all picture of the week’s activities all over the 
country to the desks of more than 14,000 subscribers. 


How This Unique Service 
Helps Advertisers 


Delivering a service like this to readers, Advertis- 
ing Age has naturally built up a tremendous volume 
of reader interest, and an urgency to read the news 
which guarantees not only that subscribers are actu- 
ally readers, but that they are careful, thorough, and 
immediate readers. 


No subscriber to Advertising Age can put the paper 
away to read “tomerrow” or “next week”; he knows 
he must read it at once, or its spot news, gathered 
from every corner of the country, will lose its im- 
portance and its flavor. So Advertising Age readers 
find themselves unconsciously making the time to 
read Advertising Age promptly each week, in much 
the same manner as the busiest of busy business men 
makes the time to read his daily newspaper. 


What this reader attitude means to advertisers in 
Advertising Age is readily apparent. The adyertise- 
ments, along with the news columns, get quick and 
effective readership, and thus have the maximum 
opportunity to tell and seil. So that it is little cause 
for wonder that, consistently, advertisers find their 
messages in Advertising Age outselling and outpull- 
ing the field. For proof of this, let us show you 
actual case studies of “success stories” based on direct 
returns from copy which has appeared in these 
columns. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 
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BICYCLE SALES 


KEEP PACE WITH 
VOLUME IN 1937 


Cooperative Promotion to 
Continue in Fall 


Chicago, June 29.—Bicycle sales 
for 1938, while affected by the gen- 
eral business recession, are expect- 
ed to compare favorably with the 
total for 1937, E. H. Broadwell, man- 
ager of the Cycle Trades of Ameri- 
ca, predicted today at the conclu- 
sion of the summer meeting staged 
here by the group. 

Although reluctant to estimate 
1938 volume, Mr. Broadwell said 
that sales for the past two years 
equal 45 per cent of the total vol- 
ume for the past 10 years. Sales 
for 1936 were estimated at 1,250,000, 
with this figure being exceeded in 
1937. 

“Bicycle interest is growing 
daily,” Mr. Broadwell commented, 
“and we believe that this industry, 
in percentages, will continue to run 
above the level for general busi- 
ness.” 

Representing manufacturers, parts 
suppliers and jobbers, Cycle Trades 
will continue its promotional cam- 
paign for the industry throughout 
the summer and fall, although it 
was indicated that the total budget 
will be somewhat less than in 1937. 

Part of this is due to cessation of 
radio advertising. Last fall, Cycle 
Trades launched a National Broad- 
casting Company network = show 
with the chief objective, as ex- 
pressed by Mr. Broadwell, of mak- 
ing the nation “conscious that there 
is a bicycle industry.” This objec- 
tive was successfully achieved. 


Plan All-Family Appeal 


Present plans call for a continua- 
tion of copy in magazines with a 
youthful audience and fall appear- 
ance of copy with an all-family ap 
peal in general magazines. The first 
schedule includes Boy's Life, Open 
Road for Boys and Young America, 
while the second list has not yet 
been definitely decided upon. Pro- 
motion for safety in bicycling will 
also be continued through posters 
in schools and recreational centers. 

Cycle Trades will also encourage 
state licensing for bicycles and the 
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Big Chief Heap Likum 
All ‘Lectric Gadgets 


Cincinnati, June 28.—yYou 

can believe this or _ not. 

| Charles J. Coward, account ex- 

ecutive with Ralph H. Jones 

Company, handling the Mod- 

ern Kitchen Bureau account, 
vouches for it. 

Last week-end Mr. Coward 
did a little relaxing in the 
Great Smokies in North Caro- 
lina. Among other things he 
chatted with Chief Standing 
Deer, a Cherokee Indian. The 
latter grew nostalgic, recited 
colorful Indian folklore, in- 
vited the paleface to his 
humble cabin to show some 
ancient relics. Imagine our 
hero’s surprise when he en- 
tered the tumbledown shack 

| and spied a shiny electric re- 
frigerator, then a new electric 

| range. 
| 

| 


“Me havum lektric water 
heater, too,” confided the In- 
jun. (Not to mention a bottle | 
of Windex and a can of 
Drano! ). 


| 
| 


building of cycle paths. As yet, no 
state has established a license fee 
for bicycles, Mr. Broadwell said, al- 
though several municipalities have 
adopted one. Purpose of the li- 
cense, he explained, is more in the 
fact that it will establish the cycl- 
ist’s right to use the roads on a par 
with motorists and motorcyclists 
than in its possibilities of revenue 
producing. He named 50 cents as a 
fair license fee. 

Sportswear and other manufactur- 
ers who in past seasons have lent 
considerable stimulus to cycling in- 
terests through creation of special 
attire and the like are expected to 
continue to tie in in this same 
fashion, Mr. Broadwell added, al- 
though he emphasized that this 
phase of promotion was quite apart 
from the association’s activities. In 
the same way manufacturers are ex- 
pected to select their own methods 
of individual promotion. 

Bicycle prices will continue on 
the same level as in recent seasons, 
he remarked, with the styles for bi- 
cycles themselves also expected to 
show little change. 

Campbell-Ewald 
York, is the agency. 


Company, New 


April Drop of 
11% in British 
Newspaper Copy 


London, England, June 13.—Brit- 
ish advertising linage has not been 
immune from the recession atmos- 
phere affecting linage in the United 
States, it was indicated today in a 
report showing that manufacturers 
of branded goods spent 11 per cent 
less in newspapers here during April 
than in the comparable 1937 period. 

A total of 155 daily and Sunday 
newspapers are included in this sur- 
vey. Total expenditures of these ad- 
vertisers in April is estimated at 
£1,639,717 as compared with £1,835,- 
618 in April, 1937, and £1,755,038 in 
March of this year. 

Comparative figures for April, 1938 
and 1937, show that linage in weekly 
magazines gained 5 per cent. De- 
clines were shown in other classifica- 
tions including London morning 
newspapers, 12 per cent: London 
morning tabloids, 8 per cent; London 
afternoon newspapers, 27 per cent; 
London Sunday newspapers, 13 per 
cent; provincial morning newspapers, 
3 per cent; provincial afternoon 
newspapers, 18 per cent, and monthly 
magazines, 5 per cent. 


Shifts to Newspapers 

Morris Plan Industrial Bank of 
New York, which has been sponsor- 
ing a radio program during the 
ispring months, has switched to news- 
|papers for the summer, with the in- 
tention of resuming radio activity in 
the fall. 


charge 
| executive. 


Arthur A. Kron is account 


Gotham Advertising Com- | 
|pany, New York, is the agency in| 


—— 


Getting Personal 


Lowell Thomas, N. Y. Ad club prexy among other things, took time 
off from his various responsibilities last week to name 15 fellow club- 
men to a committee to conduct the 1938-39 adv. & selling course. Chair- 
man is Warren M. Barrington, Johnson & Johnson, with Dan Tuttle, 
asst. man. dir., NBC artist’s service, as v.c. . . . Meanwhile the Sales 
Execs. Club of N.Y. is all steamed up about its pending softball en- 
gagement at Pawling July 10 with Thomas’ adclubbers. Captain Dick 
Bordan, of the SEC nine, is busy lining up talent to prove his conten- 
tion that salesmen can outdo admen on the diamond... 

Among the newly appointed advisory board members of the “Build- 
ing Industry Film Bureau” of the “Consult Your Architect” Motion Pic- 
ture Council are: L. Rohe Walter, a.m., The Flinkote Company; Allen 
F. Reif, pres., Reif-Rexoil Company of Buffalo; J. C. Bebb, a.m., Otis 
Elevator Company; E. J. Enoch, Jr., a. m., Gilbert & Barker Mfg. Com- 
pany, Springfield, Mass.; E. R. Downs, a.m., Spencer Heating division, 
Lycoming Mfg. Company, Williamsport, Pa.; and John P. Young, a.m., 
Armstrong Cork Company... 

Some 200 camera-minded publishers and agency men joined such 
photographers as Alfred Eisenstadt, Robert Disraeli, Manuel Komroff, 
Peter Stackpole, and Alan Fisher at a camera party and exhibition 
given by The Printing House of Wm. E. Rudge. Guests saw final 
forms of “Miniature Camera Work,’ by Willard Morgan and Henry 
Lester, rushed off the press for June 28 publication, and took home 
specially printed souvenir pictures by Konrad Cramer... 

Julius Haber, publicity boss, RCA Mfg. Company, has been ap- 
pointed chairman of the publicity committee of the Society of Motion 
Picture Engineers. . . Frank Conrad, time buyer, McCann-Erickson, Inc., 
is visiting his family in Pittsburgh. . . Martin Block, WNEW producer, 
is enroute to California on his vacation, with a movie camera for a 
traveling companion. . 

A late June bridegroom was Bob Saul, of the Frank Howley adv. 
firm, who married Grover Whalen’s daughter, Mary. They'll call Ger- 
mantown, Pa., home. Another benedict is John W. Vandercook, 
writer and explorer, who married Jane Perry in N.Y. He's the son of 
the late John F. Vandercook, pres. & first gen’l mgr., United Press As- 
sociation, and Mrs. Margaret W. Vandercook, also a writer. . . 

Harlow H. Curtice, pres., Buick division, General Motors Corpora- 
tion, was given an honorary de- 
GIVEN DEGREE zree by Olivet College, Olivet, 
Mich. His commencement ad- 
dress was on the subject, “Do It 
the Hard Way.” 

Among those recently for- 
saking Manhattan for Europe 
are: Lloyd A. Briggs,  v.p., 
RCA Communications; Hubbell 
Robinson and Thomas Lewis, of 
the Young & Rubicam radio 
dept.; and Mrs. Alfred J. Me- 
Cosker, wife of the WOR boss. 

. Off to California to arrange 
fall setup for the Hollywood 
Hotel program was Ward Whee- 
lock. . . John W. Loveton, Ruth- 
rauff & Ryan, marries Virginia 
Farmer at Bannockburn, IIL, 
come July 18. 

Art Ramsdell, Borden sales 
dir., has named A. W. Morrison, 
v.p., McGraw-Hill, chairman of 
the Sales Executives Club pro- 
gram committee, and Ray Bill, 
pres., Bill Bros. Publishing Com- 
pany, chairman, research com- 
mittee. Both automatically be- 
come club directors. . . 

Myron T. Harshaw, v.p., Camp- 
bell-Ewald Company, Chicago, 
has received the alumni award 
for distinguished service to the 
University of Wisconsin and to 
The award has been given to only four pre- 


Harlow H. Curtice, Buick president, who 
was honored by Olivet College. 


the Alumni Association. 
vious graduates... 

Harold L. Goldman, classified a.m., New York Sun, and Mrs. Gold- 
man sailed July 20n the Nieuw Amsterdam. They plan to motor through 
Holland, Belgium and France. .. H. Douglas Hadden, president of Dor- 
land International, Inc., sailed June 22 on the Ile de France to confer 
with Dorland London officials and clients. . . 

Airtemp, Inc., Dayton, and Ed Bozorth, a.m., are trying to figure 
this one out: A reader of American Home clipped a coupon from the 
November, 1937, issue and wanted to have Airtemp “send me any and 
every detail that you can” on air conditioning equipment. What wor- 
ries Ed is that the reader lives on Alcatraz Island... 

Robert C. Maxwell, Trenton outdoor ad exec., has been named a 
member of the New Jersey Planning Board by Gov. A. Harry Moore. . . 
E. W. Young, of NBC Central Division Transcription Service, Chicago, 
is taking what he calls a real vacation. He will have dinner at home 
every night for a week. He hardly ever gets home for dinner during 
the year on account of the Lone Ranger show. The broadcast, from 
Detroit at 7:30, is used by Mr. Young as a rehearsal, and when the 
10:30 broadcast for the West Coast goes on, that one is recorded. . . 

A. G. Ensrud, JWT, did a swell selling job last week-end for the 
annual picnic of the Norwegian Lutheran Children’s Home, Chicago. 
Delegating himself promotion manager of the pop department, he sold 
visitors 20 bottles at a clip, thereby bringing happiness to 20 kids at 
every turn... 

Bill Johns, Ridder-Johns, Chicago newspaper rep., is being awfully 
careful just how he answers a telephone. He gave his back a bad 
wrench when he reached for a telephone while in New York a couple 
of weeks ago. He has recovered sufficiently to be able to travel to St. 
Paul in the interests of the St. Paul Dispatch. . . 

Add June weddings: Walter Hubert Annenberg, son of the Phila- 
delphia Inquirer publisher, and Bernice Veronica Dunkelman, of Toronto. 
He is an officer of the Inquirer, Click and Radio Guide . Arthur R. 
Tofte, advertising department of Bucyrus-Erie Company, South Milwau- 
kee, Wis., and Marie O'Connor... 

Hal Wagner, a.m., Deep Rock Oil Corporation, Chicago, took his 
golf seriously in a recent tournament. He bagged a 72 and then blew 
up in the second nine Buzzers that sounded alike constituted a 
problem for Dale Casto and Al Ward, of BBDO in Buffalo. because they 
give their dictation to the same secretary. But it’s no problem now 
that Mr. Casto has attached a 25-cent auto horn to his desk 


‘Blue Law’ at 
Resort Brings 
Appeal by Ad 


Atlantic City, June 28.—Fear that 
the recent police crackdown here on 
gambling and tamer amusements may 
earn a “blue law” reputation for this 
resort, last week-end inspired a pub- 
lic appeal through advertising by a 
boardwalk concessionaire. 

Layman M. Sternbergh, who oper- 
ates skee-ball games in this vicinity, 
used a three-column 12-inch news- 
paper insertion to address Mayor 
Charles D. White, Public Safety Di- 
rector William S. Cuthbert and Po- 
lice Chief James A. McMenamin. 

Sternbergh pleaded “not for an open 
town or a closed one, but simply for 
a fixed enforcement policy that will 
give business a chance to plant its 
feet with the reasonable security to 
which its mercantile license, legally 
and morally, entitles it. 

“You are in competition with other 
easily accessible summer resorts 
that DO furnish the public a wide 
variety of amusements that are mod- 
ernly popular. 

“Please let’s all get together and 
decide on something before this town 
becomes another DESERTED VIL- 
LAGE.” 

Since May 25 not only have the 
horse race betting rooms and number 
lotteries been officially closed, but 
police even shut the public game 
rooms on the beachfront where 
bingo, tango, keno, fortune and simi- 
lar games were offered. Bagatelle ma- 
chines and skee ball also were 
banned. The dispute has raged ever 
since, with officials passing the blame 
from one to another, with charges 
that someone was trying to sicken 
the city of all reform by restoring 
blue laws, and with the city still col- 
lecting mercantile license fees from 
such parlors. 


Robinson Named Head 


of Research Council 


D. E. Robinson, Federal Adver- 
tising Agency, has been elected 
president of the Market Research 
Council, New York, succeeding John 
Karol, of CBS. 

Other new officers are Arthur 
Hirose, McCall Corporation, vice- 
president; Arno H. Johnson, J. Wal- 
ter Thompson Company, secretary- 
treasurer, and Stanley I. Clark, Mar- 
ket Research Corporation of Ameri- 
ca, executive committeeman-at-large. 


Whipple & Black 


Expand Personnel 


The corporate name of Whipple & 
Black, Detroit, has been changed to 
Whipple & Black Advertising Com. 
pany, with expansion of personnel 
and capital. 

New officers are Ken B. Crawford, 
president; Fred E. Gregory, vice- 
president, and E. W. Beatty, secre. 
tary-treasurer. J. Scott Black re- 
tains a minority stock interest. 


Riddle in New Post 


George B. Riddle has been ap- 
pointed sales promotion manager of 
Free-Man Stoker Division, Illinois 
Iron & Bolt Company, Chicago. He 
will have charge of all advertising 
and sales promotion activities. He 
was formerly in the Frigidaire Divi- 
sion of Genera! Motors Sales Corpora: 
tion, Dayton, J. 


Hotel to Rose-Martin 


Hotel Devon, New York, has ap- 
pointed Rose-Martin, Inc., New York, 
to handle its advertising. C. J. Me: 
Cracken is the account executive. 


A more economical wa: 
to get quality printing— 


In spite of curtailed budgets, many firms rea‘ 
their markets regularly and effectively 
answer Economical  offset-planography > 
costly engravings; no expensive makeready ‘ 
lock-up; m typesetting expense These «a 
other economies exist for vou, too’ Get a av 
tation on your next printing job—laree 
small—find out for yourself! Write Dept. B f 
quotation and sampies 


Write or Phone! 
J. A. BURGESS @ CO. 
Div. RC. 8, 
WwW MADISON &8T., CHICAGO 
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rOuIS VICTORY 
HAD ALL-TIME 
HIGH AUDIENCE 


Buick-Sponsored Program 
Drew 977% of Sets 


New York, June 28.—Instead of 
suffering from the unexpected brev- 
ity of the Louis-Schmeling fight, 
Buick Motor Car Company, sponsor 
of the blow-by-blow broadcast, en- 
joyed a listening audience that 
reached an all-time high, the Coop- 
erative Analysis of Broadcasting re- 
vealed today. 

The CAB survey showed that more 
than 63 per cent of set-owners were 
tuned in for the fight. Of families 
using their radio any time after 8 
o'clock, New York time, on the night 
of the broadcast, 92 per cent heard 
the Buick show. Of all sets in op- 
eration from 10 o’clock to 10:15 
o'clock that night, 97 per cent were 
tuned to the fight. 

The broadcast cost Buick $47,000: 
$35,000 for the privilege of airing the 
event and $12,000 time charges for 
the 15-minute program. Since the 
Buick contract with National Broad- 
casting Company provided for pay- 
ment on the basis of each 15 min- 
utes or fraction thereof used, and the 
auto company program was on the 
air for 14 and one-half minutes, 
Buick received almost full value as 
to time charges. 

NBC, which contracted for all 
heavyweight championships with 
promoter Mike Jacobs far in advance 
of the latest pout, broke about even 
on the fight. The entire Lucky 
Strike hour was cancelled, wiping 
out the network’s expected profit, 
but Buick’s payment balanced all 
costs. 


$175,000 Loss 
Toll of Strike 


to the ‘Press’ 


Pittsburgh, June 28.—Advertising 
and circulation revenue_ losses 
amounting to $175,000 were suffered 
by the Pittsburgh Press as the result 
of a nine-day suspension caused by 
a strike, it was estimated here today. 
Both the Press and the Sun-Tele- 
graph, which was also shut down by 
the strike, resumed publication Sun- 
day, following the longest and most 
costly newspaper cessation in the 
city’s history: 

More than 2,000 workers were idle 
during the nine-day period while be- 
tween 4,000 and 5,000 others who de- 
pend solely or in part for their liveli- 
hoods upon the sale of afternoon and 
Sunday papers were affected. 

Settlement with the striking union, 
the Newspaper and News Distribu- 
Office Workers, an American 
Federation of Labor organization, 
involved increases in pay, but the 
contract did not include the “union” 
or “closed” shop, which was the basic 
Point leading to the strike. 


tors 


Fairfax Names Bryan 


J. E. Bryan, sponsor of inventions 
id improvements in the field of 
‘rosted foods, has been engaged by 
H W. Fairfax Advertising Agency, 


‘NC. New York, as frosted foods ad- 
Viser and consultant. 


To Menken Advertising 


Menken Advertising, Inc., has 
appointed to handle the ad- 
‘ising of Color Illustrations, Inc., 
‘*w York, developer of a new 
recess for reproducing Koda- 
ine photographs on slide film. 


Friend-Wiener Moves 
end-Wiener Advertising Com- 
Inc., advertising counsel for 
t of New York Authority, has 
' offices at 111 Eighth avenue, 
rk. Removal from the Wool 
bldg. will take place June 27. 


ADVERTISING AGE 


OVER THE HEART OF THE PLATE 


.G 

| SS 
“Gabby” Hartnett, Chicago Cubs catcher, seems not at all displeased to receive 
this package of Chesterfields in his big mitt. Liggett & Myers Tobacco Company 


is using this theme in current 24-sheet posters. Lithographed by Forbes, Boston. 
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WKY 
The FARMER 
STOCKMAN 


MISTLETOE. 
_ EXPRESS | 
 KVOR 


SET tp Colorado Springs 


Hagan to BBDO 
Hagan Corporation, Pittsburgh, com- 
bustion and chemical engineer, has 
appointed Batten, Barton, Durstine & 
Osborn, Inc., Pittsburgh, to handle its 
advertising and the accounts of its 
subsidiaries, Calgon, Inc., producer of 
Calgon, water normalizer, for house- 
hold and industrial uses; The Bur- 
omin Company, producer of Buromin 
for boiler water conditioning; and 
Hali Laboratories, Ine., advisory, 
consulting and service organization 

for boiler water conditioning. 


Joins Leather Company 

Phil S. Johnson has joined Eagle- 
Ottawa Leather Company, Grand 
Haven, Mich., where he will do pro- 
motional work with the furniture in- 
dustry. 


THE OKLAHOMA 
PUBLISHING COMPANY 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


Wellesley Furs to 


Bow in Magazines 


Promotion of a new line of popu- 
lar priced furs under the brand name 
of Wellesley will be started in Aug- 
ust by National Fur Coat Company, 
New York, with half pages scheduled 
for Harper’s Bazaar, Life and Vogue 
through November. 

The new furs will be guaranteed 
for two years of service. Sterling 
Advertising Service, New York, han- 
dles the account. 


Gets Brewery Account 


Erwin, Wasey & Co., Chicago, has 
been named advertising and mer- 
chandising counsel for the Brewery 
Corporation of America, Cleveland, 
brewer of Carling’s beer and ale. 


HAT ABOUT THE 


8" 
Mess. Jownsend and Jownsend? 


Yes—what of the market, Messrs. Townsend 
and Townsend? 


il 


Even the perfect advertisement must be seen 
by people who are able to buy NOW. No 
national market at this time can show as much 
business progression as Oklahoma City and 
its thriving trade area. Economic conditions 
in Oklahoma favor the advertiser who applies 
to his copy every known test but also insists 
on OUR TWENTY-EIGHTH RULE. An inva- 
sion of Oklahoma with good advertising copy 
is bound to produce sales. 


Our reasons? General crop conditions in 
Oklahoma are the best in years. Department 
store sales in Oklahoma City, heart of this rich 
market, are 11°, above the national average 
for the first five months of 1938. The stable 
petroleum industry continues to feed millions 
of dollars into the pockets of Oklahomans, 
millions which flow out again for purchases of 
advertised goods. To secure maximum results 
with your selling message, place it in the 
Oklahoman and Times, the dominant media in 
the Nation's No. 1 market. 


OKLAHOMA CITY 
REPRESENTATIVE — THE KATZ AGENCY, INC, 
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ADVERTISING AGE 


July 4, 1938 


TULIPS GIVEN 
PREMIUM ROLE 
BY SPRING-AIR 


Offer Regarded As Traffic 
Builder for Dealers 


Holland, Mich., June 30.—A unique 
tulip premium offer, addition to its 
line of a new mattress designed for 
juveniles, and plans to expand its 
advertising in line with increased 
sales will highlight the fall program 
of Charles Karr Company, maker of 
Spring-Air mattresses, disclosed here 
today by Robert K. Mason, advertis- 
ing manager. Each of these develop- 
ments is expected to draw attention 
of the trade at the summer market 
show of the American Furniture 
Mart in Chicago, July 5-16. 

In offering Dutch tulip bulbs as a 
premium, Spring-Air is capitalizing 
upon its location in one of the chief 
tulip growing centers of the coun- 
try. The offer is expected to be par- 
ticularly attractive to furniture deal- 
ers and furniture and bedding de- 
partments of retail stores in view of 
its traffic building potentialities and 
the fact that the growing bulbs will 


serve as a continuous reminder of 
both the dealer and Spring-Air. 
First consumer announcement of 


the offer is scheduled for September 
with color copy to appear in Amer- 
ican Home and Better Homes & Gar- 
dens. These insertions will carry a 
coupon entitling the bearer to a col- 
lection of Dutch tulip bulbs—valued 
at $1.40—for 39 cents. All Spring- 
Air dealers will make delivery of the 
bulbs on receipt of the eoupon and 
39 cents, with no other obligation 
required of the consumer. Certified 
statements from growers will back 
up the company’s assertion that the 
20 bulbs have a value of $1.40. Deal- 
ers purchasing the bulbs will also 
receive appropriate window display 
and other promotional literature. 


May Expand Campaign 


“In addition to this traffic building 


event,” Mr. Mason said, “we have 
scheduled five full-page advertise- 
ments in Better Homes & Gardens, 


House Beautiful and House and Gar- 
den, 

“If Spring-Air sales continue at 
their present rate, this schedule will 
be increased. Definite announcement 
will be made shortly.” 

Mr. Mason also disclosed that the 
new mattress, designed for children, 
would be supported by a separate 
campaign. Distribution will be 


| 
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1 STOP PERSPIRATION 
1 AM 


THE NEW 
CREAM DEODORANT 


1 AM APPROVED by the American 
Institute of Laundering, and the 
Nat'l Ass'n of Dyers and Cleaners 


I do not dry up in the jar 


1 do not irritate, even right after 
shaving 


1 am not greasy and I’m safe 
I smell nice and clean 


1 am a new member of the well- 
known family of DEW deodorants 


1 do not harm towels or clothes 
1 WILL KEEP YOUR SECRET 


P. Ss. 


tam sure you will find 
1 am the last word in 
cream deodorants that 
Stop perspiration 


Pearson Pharmacal Company, New York, 

is introducing Dri-Dew, a cream that 

stops perspiration. August issues of 33 

magazines will carry the announcement. 

Kimball, Hubbard & Powel, Inc., is the 
agency. 


started during the July market show 
and following this a campaign will 
be launched in Parents’ magazine. 
Particular effort will be made to pro- 
mote the “Wee Folks” mattress as a 
Christmas gift product and national 
copy will be strongly backed by a 


comprehensive merchandising cam- 
paign. 
Another venture winning consid- 


erable support from Spring-Air deal- 
ers, according to Mr. Mason, was a 
window display contest promoted 
through the company house organ, 
“Spring-Air News.” The display cre- 
ated by Wyman & Rand, Burlington, 
la., was awarded first prize of $25. 
Natienal Advertisers, Inc., Grand 
Rapids, is the Spring-Air agency. 


Koenigsberg Named 
Max Koenigsberg, for 38 years pro- 
motion manager and director of ad- 
vertising for Famous-Barr Company, 
St. Louis, has joined Emmas-Par- 
rish-Lovejoy, Inc., Chicago agency. 


Krementz to Lewin 


Krementz & Co., Newark, manu- 
facturer of jewelry, has appointed A. 
W. Lewin Company, Newark, to 
handle its account. A. L. Delin is 
account executive. 


NEW PRODUCT IN DEBUT | 


ae 
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Ralston Purina Reduces 
Expense, Steps Up Sales 


(Continued from Page 18) 


Where the territory is operated on a 
profitable basis and tonnage has 
been increasing in spite of the down- 
ward trend or cycle, perhaps no 
|change is made. Where tonnage is 
| dropping, associates may be trans- 
| ferred or removed. Although the 
|adequacy of the senior territory is 
|constantly checked, territory out- 
lines are not changed unless funda- 
|mental charzes in conditions have 
taken place which make it impos- 
sible for a properly trained and 
supervised salesman to operate with- 
out a loss. 


Measurement Is Needed 


“Tonnage sold and the selling cost 
provide a general measure of a sales- 
man’s success when the opportunity 
and cost standard has been deter- 
mined,” said the report. “This is 
a step toward measurement and ulti- 
mate control, but it is of such a gen- 
eral nature that it falls far short of 
locating salesmen’s strengths and 
weaknesses. Supervision needs some 
measurement aids to assist in find- 
ing the causes for results. 

“A number of different plans have 
been tried in order to discover one 
which is simple yet complete. The 
most successful one so far is com- 
posed of three separate records: 

“1. Quarterly territory summary, 
prepared quarterly by each senior 
salesman covering that part of the 
sales plan he used in each market. 
In addition to its value to the field 
supervisors this record assists the 
salesman himself to get a good per- 
spective of his work. 

“2. Quarterly market tonnage rec- 
ord, submitted at the end of each 
quarter, showing for each market 
sales by Chow groups, together with 
the sales for the good markets com- 
pared to the territory total. 

“3. Quarterly Time Use Analysis. 
Analysis of the daily reports shows 
how many calls were made and 
where they were made. The cost 
per call is then used as a basis upon 
which to pro rate the selling cost by 
markets to obtain a cost to sell in 
each market. 

“Daily reports, weekly expense re- 
ports, and monthly plan sheets are 
also used by salesmen. The analy- 
sis of the results, the preparation of 
records and other paper work is 
done in the office if possible.” 

This plan has been in operation 
such a short while that a measure 
of the results is not possible. Cer- 
| tain portions of the plan have been 
used by a few men for a long enough 
| period, however, so that the overall 
results from a controlled selling plan 
are indicated. Here is the increase 


THAT PROVES IT PAYS TO 


USE A 


OUR PROMOTION 


LIVE PAPER FOR 


that has been accomplished by one 
of these men compared to results for 
the entire division. The increase is 
shown as a percentage figure using 
1936 as the base and comparing 1936 
with 1937 results. 
Salesman’s 
Percentage 
Change 


Division 
Percentage 
Change 
Tons 


rey TTT et 115% gain 54% gain 
eee 1% gain 4% loss 
DORMS cisetone 92% gain 50% gain 
Total expense. 58% gain 32% gain 
Umit COE cus 24% loss 10% loss 


This one salesman also increased 
his total number of calls 32 per cent. 
In 1937, he distributed his time in 
proportion to the opportunity to such 
an extent that his cost was below 
standard in each market where ton- 
nage was sold. Only 10 per cent of 
his time was used to get nine per 
cent of his total tonnage in the 
marginal markets. The tonnage was 
obtained at less than standard cost. 
The rate of increase for this man 
was twice as fast as the increase for 
the division as a whole. 

Purina’s compensation plan _ for 
salesmen works this way. A fixed 
salary and expense, depending upon 
the territory, is established. The 
bonus point is established at the 
point where this fixed expense is 
covered. The bonus is paid on a ris- 
ing scale as follows: 

“The first fifty points above the 
bonus point are worth 50 cents each. 

“The second fifty points above the 
bonus point are worth 75 cents each. 

“All additional points are worth 
$1 each. 

“The expense for senior salesmen 
is controlled by adjusting the bonus 
point for every $2 that expense is 
over or under the expense allowance. 
After 90 days the cost of an asso- 
ciate is charged to the senior terri- 
tory. The bonus point of the senior 
salesman is then increased by the 
number of points obtained by divid- 
ing the associates’ salary and ex- 
pense by an accrual 75 cents greater 


than the division accrual for field 
selling. 
“Control of advertising expenses 


proved to be the most stubborn prob- 
lem of all. Even after deciding that 
advertising will be profitable for a 
specific product, there are many 
different decisions about the adver- 
tising which must be made. Na- 
tional advertising, local advertising, 
display choice of media, copy appeal, 
proper timing, color, layout and their 


coordination into an economical re- 
sult in sales challenges the best 
management thinking. 
Study of Advertising 
“Studies of our advertising ex- 


pense disclosed such a variation in 
costs for the same groups of prod- 


ucts under similar conditions that 
these recommendations were made: 
“1. A flexible standard unit cost 


was proposed for each product group 
by sales divisions. A spread in the 
allowable cost was made to permit 
the less developed areas to spend 
more in proportion realizing that a 
somewhat different advertising job 
would be required. 
“2. The advertising budget should 

balanced by product groups 
within areas well as by 
total. 

“3. The expense for advertising, 
set up in the price of each product, 


be 


sales as 


should be no greater than the ex- 
pense needed to properly advertise 
that product. 


“4. Advertising expense by prod- 
uct should be distributed to 
the areas in proportion 
probable advertising income on 
tonnage expected. 


groups 
sales 


the 


“Each product group seemed 
have its own distinct pattern. Natur- | 
ally the pattern for some products | 
was much larger than for others. | 
Limited demands or markets natur- 
ally limit the amount which one can 
afford to spend in advertising. Plans 
are now under way to test adver- | 
tising at the point of sale. In the! 


meantime the flexible cost standards 


by product groups provide a valu-| 
able profit control. 

“Extra expense should not be 
authorized without estimating what 


to | 


to 


the benefits will be and determining 
if the additional expense will con- 
tribute to profits. A new sales plan 
may assist in getting additional yo}- 
ume at a reasonable cost or it may 
prevent an actual loss in Volume. 
Does the volume justify the expense? 
This question when faced squarely 
and answered before the expenditure 
is made might contribute to profits 
in a material way. 


Use of Movies 


“A few years ago a moving pic- 
tire was prepared for use at meet. 
ings of groups of feeders throughout 
the country. Shortly after the film 
was presented to salesmen, a brief 
field study was made of the use and 
results from showing the picture 
This study indicated that most 
profitable results were being se- 
cured where: 

“1. Markets for the show were 
carefully selected considering the 
opportunity for feed sales, the num- 
ber and quality of feeder prospects 
and the cooperation of the dealer. 

“2. The advance publicity’ at- 
tracted good prospects to the show. 
The complete show program 
was carried out. 

“4. The good prospects attending 
the show were contacted personally 
within a reasonable time. 

“It was found that where sales- 
men were using this movie program, 
the time required was so great that 
total territory tonnage dropped, al- 
though the individual market ton- 
nage increased. Hence a specially 
trained man was used for a number 
of shows. It was proved later that 
those markets viewing the complete 
showing increased tonnage 35 per 
cent more than markets without the 
show. The cost of getting this extra 
tonnage was under the cost standard. 

“Measurement in some form can 
pe applied to marketing, advertising 
and selling procedures, techniques 
and performances. Only’ through 
comparison and measurement will 
differences in effectiveness be appar- 
ent. This knowledge indicates what 
steps must be taken to reduce loss 
and improve results. Measurement 
is essential to choice.” 


Bulova Buys WPG ; 
Awaits FCC Approval 


“9 
vo. 


WPG, municipal radio station 
which Atlantie City opened Jan. 1, 
1925, will be sold for $275,000 to 


Arde Bulova, New York watch manu- 
facturer, if the FCC approves. 

An ordinance to this effect is in 
process of enactment by the city 
commission, with final passage sched- 
uled for July 7. It supersedes a pre- 


vious arrangement by which WPG 
was to trade wave lengths with 
WBIL, one of Bulova’s New York 
stations, giving each of them full 
time operation. 
Riley Transferred 

W. Riley, of the food retail mer- 

chandising creative staff of Jam 


Handy Picture Service, Detroit, has 
been transferred to the Cincinnati 
district. 


Preston to “Commerce” 


H. P. Preston, formerly with Me- 
Graw-Hill Publishing Company, has 
joined Journal of Commerce, New 
York, as circulation manager. 
| Account to Kupsick 

The Hollywood Hotel, West End, 
N. J., has appointed J. R. Kupsick 


Advertising Agency, New York, to 


| direct a newspaper campaign. 
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The rates for this department are 

“Help Wanted,” 
“Representatives Available,” 
cash with order. 

All other classifications (single insertion rates): 
$4.75 per inch. Write for descriptive 


30 cents 


insertions. 


“Positions Wanted,” 


as follows: 
“Representatives Wanted,” 


and 
a line, minimum charge $1. 


Terms 


% in., $2.75; 1 to 3 in., 
folder describing discounts for term 


HELP WANTED 


POSITIONS WANTED 


SALES MANAGER WANTED: 
Old established advertising specialty 
coneern With nation-wide sales force 
seeks thoroughly experienced 
manager capable of directing 
staff through correspondence and 
personal contact, Must have sales 
ideas and executive ability that gets 
things done. This position offers a 
moderate salary at start and a splen- 
did opportunity to grow with a going 
firm. Must be around 35 years old, 
splendid personality, good character, 
good talker and a real leader. Give 
full history of experience, education, 
approximate salary desired, etc., in 
first letter. Write Lock Box 125, Des 
Moines, Iowa, 


DIRECT MAIL MAN WANTED: 
Aggressive specialty concern has 
opening for young man, age 30 to 35, 
thoroughly experienced in planning 
and executing direct mail campaigns. 
Must be forceful letter writer and 
producer of sales ideas that spark. 
Unusual opportunity for man who 
seeks a position where his ability will 
not be curbed by frowning superiors. 
Moderate’ salary until ability is 
proven. Give experience, salary de- 
sired, education, ete., in first letter. 
Write Lock Box 125, Des Moines, 
Iowa. 

Editor wanted for aggressive periodi- 
cal covering real estate and building. 
Please state qualifications and re- 
quirements in first letter. Part time 
may be sufficient. 

Box 1473, ADVERTISING AGP, Chgo. 


sales 
large 


POSITIONS WANTED _ 
HUSTLER, 4, EXPERIENCED 
in selling and copy. Sound ideas, 
college graduate Desires agency or 


daily position with future. Single, 
zo anywhere. Advertiser, 706 Lake 
Apt. 2, 


Racine, Wisconsin, 


FORWARD VIE 
KEYS PACIFIC 
COAST MEETING 


(Continued from Page 1) 
bent PACA president; prize win- 


ners in the essay contest for junior 
advertising groups sponsored by the 
PACA; Mark B. Seelen, art director 
of Outdoor Advertising, Inc., Chicago, 
on “Design of Outdoor Posters;” 
W. C. Mullendore, executive vice- 
president of Southern California 
Edison Company, on “The Function 
of Advertising in the Utility Indus- 
try,” and Dr. Frank N. Stanton, man- 
ager of the research division, Colum- 
bia Broadcasting System, New York, 
on “Where the Fun Begins in Ke- 
search.” 

Harold R. Deal, advertising and 
sales promotion manager, Tide 
Water Associated Oil Company, San 


Direct - Mail - Advertising 


Automatic-Typewriting 
Multigraph-Letters 
Planograph-Letters 
Process-Letters 
Filling-in—Addressing 
Mimeographing 
Folding—Enclosing 
Stamping—Mailing 
Varityping 


= 


Assistant to top notch Ad executive: 
Able to plan and produce effective 
campaigns. Can relieve you of all 
time-consuming detail, contact, corre- 
spondence, Am “ALL AROUND" AD- 
MAN, knowing copy, media, publicity, 
production, Efficient, adaptable, loyal. 


Agency, manufacturing, retail expe- 
rience. Moderate salary. Can back 
claims with proof. Write or wire for 
data, 


Box 1471, ADVERTISING AGE, Chgo. 


Young woman, capable and experi- 
enced stenographer and_= secretary, 
seeks position with Chicago agency. 
University graduate, honor student. 
Good general Knowledge advertising 
and radio work. 

Box 1472, ADVERTISING AGE, Chgo. 


MISCELLANEOUS 


MAKE EVERY DIRECT MAIL DOL- 
lar count for two, by taking advantage 
of newest Photo-Offset process; repro- 
duces anything that can be printed. 
No typesetting or engraving expenses! 
For all illustrated advertising litera- 
ture, catalogs, price lists, booklets, 
brochures, office and factory forms. 
Short runs no penalty! 

300 COPIES (Size 8%x11”) $2.50 
Additional hundreds only 25c 
Even lower prices for larger 

quantities 
All sizes furnished. Free informative 
booklet on request 


Laurel Process, 480 Canal St., N. Y. C. 


GET BUSINESS AT LOWEST COST 
We will gladly send you samples of 
our new PHOTO AD-CARDS. They 
get results. Adapted to any business 
or profession. 

GRAPHIC ARTS PHOTO SERVICE 
Market & Third Sts., Hamilton, Ohio 


Francisco, was elected new president 
of the association. Other new offi- 
cers are Norton W. Mogge, J. Walter 
Thompson Company, Seattle, senior 
vice-president; Charles P. Rupp, 
Oakland, Calif., secretary-treasurer; 


Esther Mangan, Arts Engraving 
Company, Los Angeles, vice-presi- 
dent at large; Earl C. Greene, 


Spokane, vice-president, first district, 
and Frank McKellar, magazine rep- 
resentative, Los Angeles, vice-presi- 
dent, district five. E. E. Thomas, 
Salem, Ore., was _ re-elected vice- 
president, district three, and A. A. 
Campbell, Salt Lake City, vice-presi- 
dent, district two. 

LL. Ray Rhodes of the junior sales 
department National Broadcasting 
Company, San Francisco, was elected 
president of the junior division of 
PACA. 

In his address Mr. Collins declared 
that in spite of people having more 
wants now than in a period of pros- 
perity, “advertising is sitting down, 
saying ‘People cannot spend money 
so we'll not talk to them. People 
haven't the wherewithal today, so 
we'll wait until tomorrow.’ 

“Tomorrow may be too late,” he 
warned. “Some advertisers, however, 
are alert and aggressive enough to 
keep after people whose wants are 
vivid but who are not at present in 
a position to satisfy them. And how 
these people will cash in when we 
come to the much-beralded ‘turn.’” 

Even if national income is off as 
much as 25 per cent, Mr. Collins said 
that still leaves 75 per cent of the 
people's wants to be satisfied right 
now. 

“If I were a manufacturer with a 
sales staff, even a skeleton sales 
staff, I would tell those remaining to 
go out and visit the ‘barracks!’ I 
would tell them I wouldn't expect 
them to come back with orders, but 
that the important thing was to keep 
up the friendly contact with those 
customers who, one of these bright 
days, will be in a position to buy. 

“Il would tell my sales staff that 
these customers should know all 
about my new lines, my new prod- 
ucts, my new packaging and my 
new prices, whether or not they can 
buy just now.” 

Mr. Koch emphasized the growing 
scope of the junior movement during 
the past year, remarking that new 


divisions had been started in four 
cities and total membership more 
than doubled. Objectives of this 
movement, he said, included develop- 
ment of young advertising people’s 
ability to think logically and clearly, 
to stimulate their imagination and 
research, to help them fit themselves 
for their life work and to help them 
get the job for which they are best 
suited. 

Youthful opinion of advertising, as 
evidenced in a prize winning contest 
essay by Mary Shoop of the copy 
staff of Southern California Edison 
Company, is strongly against “unbe- 
lievable copy claims and abuse of 
realism.” 

“It is my belief,’ said Miss Shoop, 
“that advertising will win back 
reader confidence first by telling the 
truth, and second, by presenting the 
truth in a more positive, intelligent 
way. The truth about a product is 
what the product actually does—not 
what the advertising man thinks it 
does.” 

Discussing poster design, Mr. 
Seelen commented upon the often 
forgotten but obviously’ essential 
function of posters, that of moving 
goods from dealers’ shelves to con- 
sumers. In many instances, he said, 
posters are effective from an artistic 
standpoint although falling down la- 
mentably in doing a selling job. 


“An outdoor poster or painted bul- 
letin can make the public gasp at its 
sheer beauty, but on the other hand, 
may not have the all-important at-| have shown outstanding results.” 
tribute to create buying action,” he| A style show, a bathing beauty 
remarked. Mr. Seelen accompanied | Contest and a golf party were among 
his address with sketches illustrating the many entertainment features 
appropriate lettering, color and de- provided to make the conclave pleas- 
sign techniques. urable as well as profitable. 

Need for the correct treatment of 
institutional copy used by utilities 
was emphasized by Mr. Mullendore 
in his address to the public utilities 
meeting. He reminded his audience 
that the consumer is not interested 
in hearing “what a fine company you 
have or what a fine product you offer, 
except as the excellence of your com- 
pany or your product is of benefit 
to him. 

“If you can demonstrate to your 
prospective customer that you have 
something which will contribute to 
his welfare, then you have a message. 
There only remains the advertiser’s 
job of conveying that mesage to 
prospective customers.” 

Dr. Stanton, who is associate direc- 
tor of the Princeton Radio Research 
Project in additicu to his CBS post,| R. T. O'Connell, former vice-presi- 
asserted that consumer research is|@emt, Carter Advertising Company, 


‘ ntl aes iil and account executive with Calkins 

nts a the advertiser’s most valuable & Selden. tac. Mew York. fer the 
Fae past six years, has opened his own 
Only by studying the consumer] agency under the name of R. T. 
scientifically, can we hope to begin to! O'Connell Company, 122 E. 42nd 
predict his wants aud desires. In the| street, New York. 


past few years, in highly competitive 
fields, those companies which have 
used market research intelligently 


Gets McKesson & Robbins 
Drug, Liquor Divisions 
Bowman & Columbia, Inc., New 
York, has been appointed agency for 
both the drug and liquor divisions of 
McKesson & Robbins, Inc. 
The accounts were formerly split 
up among five agencies. 


Bounds Appointed 


George E. Bounds has been ap- 
pointed director of advertising for 
Chicago & Southern Air Lines, with 
offices at Lambert Field, St. Louis. 
He was formerly account executive 
of Oakleigh R. French & Associates, 
St. Louis, which handles the account. 


O’Connell Opens Agency 


%, 


and surgical service are 


keep turning. 


than in 1937. 


%p 


Because the American public demands 
that the finest type of hospital service 
be available at all times, hospital activi- 
ties are maintained at a high level, with 
less of the fluctuations of general busi- 
ness than most other fields. 


stantly, and hence the hospital wheels 


The percentage of occupancy of gen- 
eral hospital beds, shown each month 
in HOSPITAL MANAGEMENT, 
the National Magazine of Hospital Ad- 
ministration, is actually higher this year 
What other major buy- 


ing field can present such a record? 


No manufacturer whose goods are 


sold to consumers can afford to over- 


Hospital Management 


_ The National Magazine of Hospital Administration 
+ 
100 E. Ohio St., Chicago — 330 W. 42nd St., New York aly 


4% HOSPITALTOWN! 


look or neglect the mass consumer mar- 
ket represented by the hospitals of the 
country. Hbospitaltown ranks along 
with Boston, Philadelphia or San Fran- 
cisco as a major consumer of food prod- 
ucts, housekeeping supplies, building 
maintenance materials, etc. 


Medical 
needed con- It serves 
1,500,000 patients, staff and employes 
every day in the week, fifty-two weeks 
in the year. 

A favorable introduction to the buyers 
for this important group of consumers 
can be given you through HOSPITAL 
MANAGEMENT, 
years the respected counselor and friend 


of the hospital executives of America. 


for twenty-two 


It goes straight to the buying centers of 
the principal institutions of the country. 
Try it. 
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ADVERTISING AGE 


July 4, 1938 


STUDY VISUAL 
REPORT TO SHOW 
COVERAGE DATA 


Newspapers, A.B.C. Sketch 
New Procedure 


Chicago, June 29.—Creation of a 
new type of A.B.C. report to help 
space buyers and advertisers visual- 
ize the circulation breakdowns of- 
fered by newspapers is now being 
worked out by a special committee 
of the Audit Bureau of Circulations, 
following an agreement on _ proce- 
dure at a conference in Quebec last 
week between newspaper circulat- 
tion managers and the A.B.C. com- 
mittee headed by H. W. Stodghill, 
Hearst Newspapers. 

The general principles that will 
guide the committee in its work 
were outlined as follows: 

1. Newspaper members desire to 
meet the request of space buyers 
for a convenient visualization of 
circulation. 

2. A map is essential to accom- 
plish this objective. 

3. Some method must be devised 
to limit the size of the map in or- 
der to make it useful. 

4. Alongside the map should ap- 
pear the names of the counties 
shown on the map, together with 
the circulation in the county, the 
number of families in the county 
and the percentage of coverage. 

5. Paragraph 8 of Bureau state- 
ments and reports should remain 
as at present including the present 
breakdown. 


Suggest Mileage Formula 


Among the details still to be set- 
tled is a method for limiting the ex- 
tent of the map. Two suggestions 
have been advanced; first, to de- 
fine the extreme limits by the most 
distant county in each direction 
which shows a circulation density 
of 20 per cent—that is, one copy to 
each five families; and second, to 
establish a “mileage formula,” with 
circulation by counties shown within 
successive circles of 50, 100 and 150 


miles. 
The A.B.C. board of directors an- 
nounced that, following a poll of 


advertising agency members, publi- 
cation of the Blue Book will be con- 
tinued. A recent questionnaire 
revealed that space buyers hold the 
book in high regard, the board said, 
80 per cent expressing the opinion 
that discontinuance of the book 
would inconvenience them. 

A number of clarifying amend- 
ments to the bureau’s by-laws were 
adopted by the A.B.C. board. Among 
the changes is one requiring 14 
members of the board to constitute 
a quorum and 14 affirmative votes 


= : = 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


peel 


| offered by Mr. 
ion “Store 


Retail Linage 


Shows Decline 
for This Year 


Chicago, July 1.—Volume of dis- 
play advertising placed by retailers 
for this year through June 25 
11.0 per cent under the corresponding 
period of last year, according to the 
ADVERTISING AGE Index of Retail Ac- 
tivity. 

The 80 major markets included in 
this Index show a total of 476,629,483 
lines for the period reported com- 
pared with 535,507,498 lines for the 
corresponding period of last year, a 
decline of 58,878,115 lines. Compared 
with 1936, this year shows a loss of 
».7 per cent. 

For the seven day period ended 
with the date reported, the Index ci- 
ties show a total of 16,346,916 lines 
against 19,666,304 lines for the corre- 
sponding week of last year, a loss of 
4,319,388 lines or 16.9 per cent. 

Percentage of gain or loss for each 
weekly period of this year over 1937 
is shown in the following table: 


EE ee ere eee ree — 0.8 
i M4 ee See newer eedecoate - 2.4 
ML MME) kG nie Rite aw eae wle e 3.7 
ee Seer rere ee re re rr 5.1 
OG Se ie ore ere 7.2 
a ck Gbeh aa eee dedeadees 7.4 
Re ee 7.7 
. Se errr re — 6.8 
UNM. “Svc gg 0h. de gid d ata ww 46a 11.4 
ERS, SUN) a aidk new /GR Sk oe cae 14.8 
I PEIN “oa fa vw & hd Be read. ee a 16.6 
EE na bald die Gan beads wes 18.3 
SEN, ES 3 4.dr-ad ong veial weak sk ie ew' 14.2 
fi Se re 0.9 
ED SO ate siee:hGe0h4 28% cea cd 5.3 
ee i eee 9.8 
0, Ee ee ere eee 15.7 
ge TE a eee 10.8 
Saree er erage 12.3 
nk EIR t ary ane 14.8 
fe eee 14.3 
SP eee aren ee eae -14.7 
I AR sa eitidn x aioe a> waren kc 14.3 
Se ee 14.9 
June 18 erry eee 14.8 

Individual linage figures for each 
city included in this Index will be 


found in the adjoining columns. 


necessary to elect to membership or 
to censure, suspend or expel a 
member. 

Paul I. Aldrich, general manager, 
National Provisioner, was elected a 
member of the board of directors 
representing business papers to fill 
the vacancy caused by the death of 
E. R. Shaw last December. The fol- 
lowing were announced as new 
members of the A.B.C.: 
American ( 


Advertisers: ‘an Com- 


pany, New York. 

Newspapers: Gazette, Gastonia, 
N. C.; Enterprise, High Point, N. 5 
News-Herald, Marshfield, Wis.; Eagle- 


News, Poughkeepsie, N. Y. 


Magazines: Actual Detective Stories 
of Women in Crime, 
namic Detective, 
New York. 


Joint Effort 
Urged for All 
Retail Groups 


New York; True, 


(Continued from Page 2) 
ing too much as to whether 
ket will be there.” 

A partial comparison of retail and 
national advertising techniques was 
Petty 
Promotions 
Sales Click.” 


ers possessed 


that Make 
Asserting that retail- 
more respect 
“tomorrow morning side 
vertisement,” he likewise 
ed upon the mistakes 
by retailers” in 


of an ad- 


often made 


discarding 


| copy themes too quickly. 


“We as retailers soon tire of a 
theme,” he said. “We read 
four or five 
vertisement and after half a dozen 
have appeared we have seen the 
idea at least 50 times 

“Here is where we make our mis- 
take when we junk the idea for 


rood 
about 


was | 


good | 


Chicago; Dy- | ~~ 


the mar- | 


in his address | 


| store as a 


for the} the community 


comment- 


Index of Retail Activity in 80 Important 


Markets 


Based on total retail advertising volume in all newspapers in each city. 
(Copyright, 1938, by Advertising Publications, Inc.) 


% Gain % Gain 
26-Week 26-Week 26-Week or Loss or Loss 
Period Period Period 1938 1938 Week Week % Gain 
Ended Ended Ended over over Ended Ended or 
City June 27, 1936 June 26,1937 June 25,1938 1936 1937 June 26,1937 June 25, 1938 Loss 
RCE cvs 6dos6e6us 8,027,439 8,556,540 6,273,212 —21.9 —26.7 $11,325 230,367 —26.0 
po Se ee ee 3,254,223 3,557,106 2,919,630 —10.3 —17.9 152,292 106,890 —29.8 
Pe SO srecctuwee 7,475,188 7,918,908 7,497,294 +0.3 —5.3 263,424 251,818 —4.4 
Saltimore, Md. ....... 10,980,740 11,764,475 11,019,143 +0.3 —6.3 454,843 371,743 —18.3 
Birmingham, Ala. ..... 5,818,008 6,426,560 6,291,726 +8.1 -2.1 227,710 193,998 —14.8 
{Boston, Mass. ....... 10,227,112 10,387,100 9,501,761 —7.1 —8.5 314,188 281,987 —10.3 
Bridgeport, Conn. 4,599,336 4,942,288 4,429,976 —3.7 —10.4 224,756 157,920 —29.7 
a ee 8,297,474 9,389,644 8,294,272 ‘ —11.7 338,280 271,586 —19.7 
re 2,032,008 2,021,545 1,879,900 —7.5 —7.0 83,589 76,554 —8.4 
Cedar Rapids, Ia. ..... 2,497,082 2,632,532 2,358,930 —5.5 —10.4 96,516 98,854 + 2.4 
Chattanooga, Tenn..... 3,438,098 3,238,511 3,063,297 —10.9 —5.4 144,494 97,394 —32.6 
oa ee 15,300,957 17,159,998 16,270,037 +6.3 —5.2 578,385 483,277 —16.5 
Cimeimnati, ©; i. iceccres 8,538,067 8,969,258 7,791,626 —8.8 —13.1 305,838 245,830 —19.6 
ve” EE: ee 9,905,22% 10,845,027 9,003,867 —9.1 —16.9 382,479 289,043 —24.4 
TG s2htbctee wikteeoy Deen vente eae 260,489 201,615 —22.6 
Pe ROE. teavere ne 10,289,326 10,800,815 10,553,952 + 2.6 —2 390,052 368,046 —5.7 
oO Ee ae ee 6,797,340 7,932,888 6,494,186 —4.5 —18., 299,840 185,612 —38.1 
Denver, Cole, ...6.606% 5,167,073 51! 59,200 4,749,696 —8.1 —7.9 164,860 150,244 —8.9 
Des Moines, la. ...... 3,262,240 2 321,402 3,255,593 —0.2 —2.0 110,289 105,412 —4.4 
Detrost, BIOE. .icis cis 10,943,706 11,559,855 8,896,009 —158.7 —23.1 405,484 299,571 —26.1 
ee Ce ssriveess Gakkeias: #$$#Lasess |§ Seems cane éo% 212,058 198,324 —6.5 
_ errr 3,617,310 4,549,336 4,505,812 + 24.6 —0.9 182,196 149,226 —18.1 
Evansville, Ind. ...... 6,541,738 6,331,907 6,406,310 —2.1 +1.2 281,848 247,646 —12.1 
Fall River, Mass. ..... 1,745,675 1,817,717 1,609,762 —7.8 —11.5 68,020 55,235 —18.8 
a ere 4,486,678 4,632,026 3,503,920 —21.9 —24.4 182,532 110,040 —39.7 
Fort Wayne, Ind. ..... 5,710,782 6,036,233 5,380,956 —5.8 —10.9 207,704 172,361 —17.0 
co er ren 3,047,173 3,769,396 2,869,695 —5.8 —23.9 150,965 115,400 —23.6 
Grand Rapids, Mich. 4,659,018 5,534,314 4,395,870 —5.7 —20.6 188,524 156,432 —17.0 
Greenville, B. GC. cicice 2,883,189 3,399,253 3,118,307 + 8.2 —8.3 125,914 117,306 —6.8 
mouston, TOs, ...i.s0< 7,127,330 8,207,774 8,207,188 +15.2 nie 259,392 284,536 +9.7 
Indianapolis, Ind. ..... 8,732,214 9,460,225 7,945,246 —9.0 —16.0 352,056 253,274 —28.1 
Jacksonville, Fla. 4,389,125 4,812,640 4,607,242 + 4.9 -4.3 174,034 144,004 —17.3 
Jersey City, N. J. 1,275,877 1,239,094 1,009,382 —16.2 —13.7 44,237 38,722 —12.5 
Kansas City, Kan 1,184,911 1,337,182 1,397,165 +17.9 + 4.5 52,248 52,745 +0.9 
Knoxville, Tenn. 4,807,782 5,055,414 5,069,414 + 5.4 +-0.3 200,228 155,904 —22.1 
Little Rock, Ark. 4,646,199 4,776,506 4,506,076 —3.0 —5.7 174,440 154,252 11.6 
mam meee, Cal. acc s éiveaccce 12,765,182 11,460,425 10.2 482,843 408,513 —15.4 
Louisville, Ky. ee eee 8,055,837 7,169,421 pee —11.0 318,529 251,938 —20.6 
Lynn, Mass. ..... .. 5,229,728 5,029,654 4,018,798 —23.2 —20.1 206,822 150,668 -27.2 
Manchester, N. H sae 1,721,102 1,800,196 1,854,998 + 7.8 + 3.0 82,408 62,522 —24.1 
Memphis, Tenn. ...... 5,602,790 6,058,418 5,647,838 + 0.8 —6.8 227,276 185,374 —18.4 
Milwaukee, Wis, ...... 7,308,988 9,007,167 7,592,390 + 3.9 —15.7 290/4a8 231,779 —17.4 
Minneapolis, Minn. ... 17,759,700 7,651,583 6,768,209 —12.8 —11.6 245,337 233,832 —4.7 
Moline-Rock Island 4,274,418 4,631,792 4,477,830 + 4.8 —3.3 192,920 142,632 —26.1 
New Bedford, Mass. 1,692,600 1,712,662 1,603,168 —5.3 —6.4 63,518 57,456 —9.6 
New Haven, Conn. 4,466,182 4,847,352 4,572,274 2.4 5.7 180,838 174,090 3.7 
New Orleans, La. ..... 9,730,424 10,129,370 9,232,570 —5.1 —8.9 445,958 322,635 —27.7 
tNew York, N. Y. ..... 32,430,661 34,195,200 30,097,223 —7.2 12.0 1,188,1 998,567 —15.9 
tBrooklyn, N. Y. ...... 3,513,009 3,584,469 2,602,444 —25.9 —27.4 108,066 96,576 10.6 
a, eee eee 4,782,878 4,782,372 4,645,522 —2.9 —2.9 193,172 189,322 —2.0 
oY a ee 3,829,933 3,935,834 3,628,306 —5.3 —7.8 129,440 117,245 —9.4 
Oklahoma City, Okla... 5,606,171 5,992,464 6,428,260 + 7.5 —0.6 281,344 225,036 —20.0 
oe! er 5,600,234 6,023,571 5,145,816 —8,.1 —14.6 223,818 169,064 —24.5 
Philadelphia, Pa. ..... 14,623,424 15,617,899 13,236,509 —9.5 —15.3 569,785 474,829 —16.7 
Phoenix, Ariz. ........ 3,782,520 3,654,210 3,921,804 +3.7 +7.3 128,786 141,680 +10.0 
**Pittsburgh, Pa, ..... 11,560,150 13,075,286 10,363,178 —10.4  —20.8 333,494 148,820 —554 
POPCIENGE, GRO. ciccccce 5,834,822 6,222,738 5,737,762 —1.7 —7.8 245,028 222,278 —9.3 
ttProvidence, R. I. 6,985,858 7,166,317 5,903,000 —15.5 —17.6 247,129 188,459 —23.8 
POORGINE,. PO. ..cccvecae 4,672,160 5,475,778 4,813,119 + 3.0 —12.1 187,740 145,040 —22.8 
Richmond, Va, ........ 6,454,014 6,582,240 6,079,262 —5.8 —7.7 246,428 219,324 —11.0 
SRochester, N. Y, 9,248,763 9,482,388 7,277,203 —21.3 —23.3 362,182 250,419 —30.9 
Sacramento, Cal, ...... 4,387,474 4,402,251 3,955,641 —9.9 —10.2 156,856 149,076 —4.9 
San Antonio, Tex. 3,312,974 3,377,099 3,117,116 —5.9 —7.7 102,453 101,866 —0.6 
San Diego, Cal. ....... 6,827,996 7,101,32 6,155,404 —9.9 —13.3 244,272 257,334 + 5.3 
San Francisco, Cal 7,860,032 8,097,813 7,713,399 —1.9 -4.8 256,587 276,074 + 7.6 
Seattle, Wash. ........ 5,013,928 5,181,266 4,602,974 —8.2 ° —11.2 157,374 159,894 +1.6 
South Bend, Ind. ...... 4,386,236 4,886,009 3,602,091 —17.9 —26.3 172,260 115,243 —33.1 
Spokane, Wash. ...... 3,569,622 3,893,848 3,600,268 +0.9 —7.5 34,540 126,756 —5.8 
St. Louis, Mo. ........ 9,289,990 9,984,465 9,086, 030 —2.2 —9.0 372,825 288,200 —22.7 
St. Paul, Minn, ... 6,734,343 6,269,024 6,034,624 —10.4 —3.7 207,710 157,010 —24.4 
mermoeee, I. Bs ccsvecr 5,895,392 6,042,696 5,319,256 —9.8 11.9 212,583 165,669 —22.1 
*Tacoma, Wash, ...... 3,049,526 3,319,496 2,974,720 —2.5 —10.4 108,906 95,256 —12.5 
.; | a, Sree 3,168,258 3,215,202 3,111,626 —1.8 —3.2 106,736 92°008 —13.8 
mes. TL Sc ceacekecsss 6,558,731 7,129,680 5,900,824 —10.0 —17.2 255,857 190,421 —25.6 
Toronto, Ont., Can..... 10,348,436 10,408,005 9,034,086 —12.7 —13.2 331,835 317,499 —4.3 
(:.. © 3 SePeasrirer 1,952,174 2,194,626 2,074,282 + 6.3 —5d.5 78,008 85,722 +9.9 
WU, GRO, ig gc cecisscc 5,055,624 4,930,150 4,555,188 —9.9 —7.6 176,890 156,688 —11.4 
Washington, D. C, 18,820,460 19,211,673 17,095,746 —9.2- —11.0 672,777 604,398 —10.2 
Worcester, Mass. 6,075,616 6,186,805 5,811,625 —4.4 —6.1 242,120 210,294 —13.2 
Youngstown, O. ....... 5,005,822 4,653,516 3,770,802 —24.7 —18.9 138,628 116,242 —16.2 
ri RET UT Tee Te CTE 485,728,864 535,507,598 476,629,483 —5.7 —11.0 19,666,304 16,346,916 —16.9 
‘Boston American and Advertiser combination discontinued April 25, 1938, American changed to tabloid. 
*New York American discontinued June 24, 1937. 


tBrooklyn Times-Union discontinu 


§Journal and Sunday American dis 
*Daily Ledger discontinued June 
t*#Providence Tribune 
**No Pittsburgh evening or 


something new. The customers have 
seen it six times at the most and 
the average would be much nearer 
two or three.” 

Mr. Petty was also critical of 
“cut and dried expenditure of a 
store’s advertising money” and in- 
| Sistence upon spending a certain 
| sum per department whether neces- 


Sary or not. Departmental expen- 
diture, he said, should be based on 
that particular department’s rela- 


tion to other departments, to the 
whole, to its position in 
and to its 
in relation to competing stores. 

“I definitely feel that more sales 
will result when and if department 
stores recognize the fact, that after 
all, only a few 


}one merchandise division stops and 


proofs of each ad-| 


another starts. To the customers 
it is Blank’s Store—not Mr. Jones’ 
or Mrs. Smith’s divisions. If the 
customers think that way, why not 
advertise that way?” he asked. 
“Merchandise managers in today’s 
department must 


stores also be 


position | 


people know where | 


ed June 8, 1937. 
continued June 8, 1937. 


23, 1937. 
discontinued 
Sund: 


May 1, 1938. 
iy papers 


published from June 17, 1938, to June 25, 


1938, due to strike. 


|salesmanagers,” Mr. Miller 
i‘clared. Recalling the adage “mer- 
|chandise well bought is half sold,” 
‘he said that changing trends in buy- 
ing techniques made greater empha- 
sis necessary now on the selling end 
of the task. 


Recalls Earlier Era 


“Several years ago,” he re- 
marked, “buyers had to be more 
resourceful in their buying opera- 
|tions. Markets were not so highly 
}concentrated and specialized buying 
offices were practically non-existent. 
As a result, the keen buyers of that 
period were able to obtain advan- 
tages in price, fashion, quality and 
exclusive items that today are more 
or less a matter of conversation and 
not, except in isolated cases, a reality. 

“Contemporary merchandisers 
must take a more active and vital 
interest in seeing that merchandise 
|is presented properly to our custom- 
ers in advertising, displays, physical 
arrangement of stocks and—most 


de- | importamut of all—our selling on the 


floor. 

“From a merchandise 
ment standpoint, I invite you to 
study the time actually spent by 
buyers and merchandisers in the 
preparation of your advertising as 
contrasted with the hours spent in 
buying the merchandise involved.” 
This study alone, Mr. Miller de- 
clared, should reveal a tremendous 
opportunity for strengthening the 
selling attack. 


Joins Pure Oil 


Francis H. Marling has been ap 
pointed advertising manager of the 
Pure Oil Cempany, with headquar- 
ters in Chicago. 


manage- 


. ECONOMY 
PRESENTATIONS. 
LETTERED WITH TYPE 


COLORS AT Gis cxhenne 
_ Solgns at no ExTaa Cost 


U~cails on Request - Plaza 8-1345 
A. 8. MUIRHEAD, Ine,, 480 Lexington Ave., N.Y. 
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RIGID RULE ON 
COPY SEEN IN 
FTC CHALLENGE 


(Continued from Page 1) 
men are using Lux Toilet Soap be- 
cause it’s especially made to guard 
against Cosmetic Skin. Its ACTIVE 
LATHER sinks deep into your 
pores.” 


Offers Technical Analysis 


Analyzing the basis of the cita- 
tion, the FTC said: “The respond- 
ent hereby admits: 

“That the number of diseases 
which can be sprefd solely by the 
hands has not been definitely estab- 
lished; 

“That no soap can be depended 
upon to improve the skin of a user 
100 per cent, or any other stated per- 
centage; 

“That dull or blotchy skin is fre- 
quently due to internal conditions 
as well as external conditions; 

“That while the product Lux 
Flakes contains a minimum of free 
alkali and will not of itself fade 
or shrink fabrics, no soap will im- 
prove the original strength, color, 
or quality of fabrics; 

“That no soap can be relied upon 
to keep the skin flawless; 

“That Lux Toilet Soap 
compounded’ especially” 
against cosmetic skin; 

“That no soap can be depended 
upon to keep the skin clear except 
in connection with conditions due 
to, or aggravated by dirt, cosmetic 
residue, epithelial debris, or foreign 
matter; 


is not 
to guard 


Perspiration Odorless 


“That, according to clinical test 
and scientific opinion, bacteria are 
present on the skin under normal 
conditions, and that perspiration 
has no offensive odor when it ex- 
udes from the sweat glands and 
ducts, but acquires an offensive idor 
as the bacteria cause decomposition 
of the perspiration intermingled 
with oil, desquamation of the skin 
and foreign substances; 

“That while such decomposed ma- 
terial and most of the bacteria can 
be removed by the use of a good 
soap, and to a greater degree by 
the use of a good soap which also 
contains a sufficient amount of a 
special ingredient which is included 
in Lifebuoy Soap thereby removing 
temporarily all perspiration odors, 
no soap will completely remove all 
such bacteria, and the remaining 
bacteria as they multiply will act 
wpon newly excreted perspiration 
and produce some odor within from 
twenty-four (24) to forty-eight (48) 
hours; and that no permanent elimi- 
nation of perspiration or body odor 
can be effected by the single applica- 
tion of Lifebuoy or any other soap; 


Structure of Pores 


“That the true anatomic pore of 
the human skin is the tiny orifice 
of the sweat duct; and the tiny 
orifice at the outer end of the hair 
follicle is sometimes called a pore; 
and that in the normal skin no dirt 

cleansing agent goes below such 
pores or depressions. 

“The respondent represents and 

sserts that no claim has ever been | 
made to the effect that Lifebuoy 
Soap closes the sweat glands, or in 

ny other way prevents the excre- 
Non of perspiration; that the} 
Scientic evidence presented by re- | 
Spondent indicates that perspiration 
odor is due to the decomposition of 

mixture of perspiration, desqua- 

ted epithelium and other detritus 


LEVITY MARKS JINGLE COPY USED BY OAKITE 


THE GENTLE GREASE-DISSOLVING CLEANER 


\ 


If yacht be a row boat 
Or fifty foot schooner 

OAKITE will clean it 
Brighter and sooner. 


At home or 07 picnics 


All dishes gleom bright 


When 
It mokes 


OAKITE hos cleaned them 
s such work light. 


Okey Oakite is the hero of the consistent newspaper insertions that have helped lift the cleanser's sales to lofty heights. 


Promotion budget this year is substantially ahead of last year's. 


(Story on Page 4.) 


causes of body odor or ‘eliminate’ | 
the cause of body odor, or that the 
removal of the odor is permanent or 
lasting except when used according 
to directions. 


Cites Penetration Depth 


“The respondent, while represent- 
ing and asserting that the lather of 
Lifebuoy Soap and of Lux Toilet 
Soap penetrates to the bottom of 
what are popularly recognized as 
the ‘pores’ of the skin, cleansing 
them of accumulated debris or other 
clogging substances, and represent- 
ing further that its advertising 
claims have never stated or implied 
that said pores are of great relative 
depth, respondent nevertheless 
recognizes that, through the expres- 
sions contained in advertising for 
cleansing agents generally, some of 
the public may have received the 
impression that these ‘pores’ extend 
for a substantial distance into or 
below the skin, and respondent 
therefore stipulates and agrees that 
in future advertising the words 
‘deep’ or ‘deeply’ will not be em- 
ployed in connection with  state- 
ments regarding the penetration of 
the ‘pores’ by the lather of Lifebuoy 
Soap or Lux Toilet Soap. 

“In a stipulation filed and ap- 
proved by the Federal Trade Com- 
mission the vendor-advertiser ad- 
mits making such representations and 
specifically stipulates and agrees in 
soliciting the sale of and selling 
said products in interstate com- 
merce to cease and desist from rep- 
resenting directly or otherwise: 


Details of Agreement 


“(ay That any specified number 
of disease germs are spread by 
hands ‘alone’; 

“(b) That Lifebuoy Soap will im- 
prove the skin 100 per cent, or any 


other definite percentage in any sub- 
stantial number of cases; 

“(c) That the skin of one who 
uses Lifebuoy Soap will not be dull 
or blotchy, unless limited to such 
conditions as are due to, or agegra- 
vated by, dirt, cosmetic residue, 
epithelial debris, or foreign ma- 
terials; 

“(d) That the special ingredient | 
of Lifebuoy Soap makes the lather | 
more penetrating; 

“(e) That the product Lux|! 
Flakes puts new life into fabrics, or 
otherwise importing or implying 


the skin; respondent therefore 
Stpulates and agrees not to claim 
in any manner represent that 
Lifebuoy Soap will ‘rid’ one of the | 


ected to Bar 


~ whet ny Store 
‘ 5 » Ea 


‘<4 erwBearee OF Tes GOO Whe ANP LIQecR mDUSTEY 


keep the 


| ‘made 


| Toilet 


' materials: 


that it improves the original qual- | 
ity of the fabrics; 

“(f) That Lux Toilet Soap will | 
complexion ‘flawless’; 

“(g) That Lux Toilet Soap is 
especially’ to guard against 
cosmetic skin; 

“(h) That Lifebuoy Soap or Lux 
Soap can be relied upon to 
keep the skin ‘clear’ unless limited 
to such conditions as are due to, 
or aggravated by. dirt, cosmetic 
residue, epithelial debris, or foreign 
and from making any 


Bae» x 


jagency 


other claims or assertions of like 
import.” 

The Jergens company agreed to 
“cease advertising that the prepara- 
tion keeps the hands young, 
vents them from getting rough or 
old looking, and is effective in help- 
ing to protect against staining or 
discoloring of the hands. The rep- 
resentation that use of the product 
will restore the natural oils or mois- 
ture to the hands also will be dis- 
continued.” 

The commission observed that the 
respondent company admits that its 
advertising claims are based pri- 
marily on the theory that Jergens 
Lotion replaces moisture lost by the 
skin, when, according to reliable 
scientific authority, loss of moisture 
through the skin is a normal func- 
tion and cannot be resupplied by a 
lotion. 


P & G in Five-Year 
Daytime Program Deal 


A three-cornered deal was com- 
pleted last week involving one of the 
largest daytime radio contracts, 
whereby Procter & Gamble Com- 
pany, Cincinnati, through Compton 
Advertising, Inc., New York, will 


sponsor a new serial called, “Life 
Can Be Beautiful,” starting in Sep- 
tember. Third party to the contract 
was Transamerican Radio & Televi- 
sion Corporation, New York. The 
agreement is for five years. Network 
to be used has not yet been selected. 


Kirtland-Engel Agency 
at End of the Road 


Kirtland-Engel Company, Chicago 


agency for more than 25 years, has 
closed its doors. R. M. Kirtland, | 
president, has joined McJunkin Ad- 
vertising Company, Chicago, as vice- 


president, bringing with him several 
accounts including that of the May- 
belline Company, Chicago manufac- 
turer of eye beauty aids. 

It is also probable that some other 


pre- | 


| 


| 


employes of Kirtland-Engel will join! 


McJunkin. 


Names McCann-Erickson 


Association of Gas Appliances and 
Equipment Manufacturers, New 
York, has appointed McCann- 
Erickson, Ine., New York, 
for a campaign on 
tified performance” gas ranges. 
agency is also handling the Ameri- 
can Gas’ Association’s  advertis- 
ing campaign. Present schedules in- 
clude preparation of tie-in materials 
for localized promotion which will be 
|distributed nationally. 


“cer- 
The | 


Harrington to “Eagle” 

J. J. Harrington, for the past five 
years publisher and general manager 
of the Jrish Press, a daily newspaper 
in Dublin, has joined the Brooklyn 
Daily Eagle, New York, as assistant 
publisher. Before joining the Irish 
Press he was associated with the 
amet newspaper organiza- 
tion. 


| 
| 


as | 


| 
| 
| 


“Salt Lake Tribune” 


and “Telegram” Move 


The Tribune and Telegram, Salt 
Lake City, will move to new quarters 
in a new building June 27. 

The new building is 10 stories 
high and is located in the heart of 
Salt Lake’s business district. 


Named Lieu Editor 


James E. Hickey has been named 
associate editor of American Wine & 
Liquor Journal and the Wine and 
Liquor Retailer, New York. 


WMBG Names Blair 


Station WMBG, Richmond, Va., has 
appointed John Blair & Co., as na- 
tional representative in place of Gene 
Furgason & Co. 


Issues Study 
of Allocation 
of 422 Budgets 


New York, June 29.—How 422 lead- 
ing national advertisers divided their 
expenditures last year among news- 
papers, magazines and network radio 
is analyzed here in a booklet issued 
today by the Bureau of Advertising, 
American Newspaper Publishers As- 
sociation. 

Primarily a study of newspaper ad- 
vertising expenditures, the compila- 
tion is confined to advertisers who 
spent $50,000 or more in newspapers. 
Comparable figures for magazine and 
chain radio expenditures have been 
added for convenient reference. The 
list does not include all advertisers 
who spent $50,000 or more in news- 
papers, because some large newspaper 
advertisers do not authorize publica- 
tion of their expenditures. Thus sev- 
eral accounts that spent considerable 
amounts in newspapers have been 
omitted. 

The 422 accounts listed in the 
study last year spent a total of $299,- 
058,674 in the three major mediums: 
$158,695,000, or 53.1 per cent in news- 
papers; $84,559,110, or 28.3 per cent 
in magazines; and $55,804,564, or 18.6 
per cent in chain radio. 

The food, automotive and tobacco 
groups continued to be the leaders in 
in advertising expenditures in 1937, 
the study points .out. In all three 
groups, newspapers were the domi- 
nant medium in 1937, as they have 
been for many years. 

The booklet also includes a chart 
showing total national advertising 
expenditures last year in five media: 
newspaper, magazines, chain radio, 
outdoor and car cards. The chart 
does not apply to the accounts listed 
in the study since it is based on in- 
dependent estimates of total expendi- 
tures by all national advertisers in 
fixe mediums. 

The chart shows that newspapers 
continued to receive the largest share 
of the national advertising dollar in 
1937, followed by magazines, chain 


radio, Outdoor and car cards in that 


order. 


‘ers you say | 


SURE! 
NORTH DAKOTA 


is a good market, 


BUT. ss 


? 


Here is a market with almost the same population—AND, a per capita spendable income almost half 


again as large! ‘‘The heart of Illinois” 
center—with wages up to new peaks. 
even for things they don't need! 


in 1936—9$7 national... 
is a better buy than ever before. 


FREE, JOHNS & FIELD, INC., National Representatives 


is not only 2 


rich agricultural area but a booming industrial 


Folks are SPENDING now for the things they want and need, 
If you want to make advertising dollars get results, 
market with WMBD—the only medium that gives complete, economical coverage. 


cover this 
330 local advertisers 


now with increased power (5000 watts daytime—1000 watts nite) WMBD 


¥¥., 


EORIA, JLLINOIS 
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SC RIPPS-HOWARD Announces 


the completion of a nation-wide 


HOME INVENTORY 


From 53,124 typical families came the answers to 
534 questions, a few of which are indicated: 


7 3 a 

i + the DO THEY HAVE A 

. + Te ge WAS THEIR CAR MECHANICAL REFRIG- 
» BOUGHT NEW OR ERATOR? IF SO 

é : 4 USED? } WHAT MAKE? 


WHAT BRANDS OF 
FACE CREAMS 
DOES SHE USE? 


DO THEY USE 
BOTH HOT AND 
COLD CEREALS? 


oy WHAT BRAND 
4 OF DOG FOOD 
se Ha DOES THEIR 
: 7] PUP GET? 


IS THEIR RADIO 
A NEW MODEL? 


%: 


ma WHY DID SHE a 
By) QUIT TRADINGE 
ma AT MY STORE? 


IN WHAT 
TYPE OF HOME 


: Sy] WHAT MAKE OF : 

ag CAR DOES THIS WHAT BRAND OF 

a FAMILY HAVE? } GASOLINE IS IN THE 

ee, ; 7 FAMILY CAR? 
ee 


WHEN HER GROCER OR DRUG- 


: BY GIST DOESN'T HAVE THE BRAND wHy Dors sHe See Wes; wiekt ig AAR oa fe the, 
; fag SHE ASKS FOR, DOES SHE TRADE MOST FREQUENT - Piaget fie So Bee ine GtAa 
o 4 mB: ie oo ae Si: 2 me “ % eo re . Xie, ii cies ou e q Fs pcg’ = Seoge pe - Ce ae 83 


— inventory covered an adequate cross- — ture, cosmetics, shaving and dental aids, auto- 
section sample of sixteen cities: Buffalo, | mobiles, tires, gas and oil, and some apparel items. 
Washington, Pittsburgh, Akron, Cleveland, Co- 


The data have been assembled by individual 
lumbus, Cincinnati, Toledo, Indianapolis, Evans- 


cities and in composite nation-wide form, and 
ville, Knoxville, Birmingham, Fort Worth, visualized in more than 4,000 charts containing a 


Houston, San Diego and San Francisco. total of 17.328.389 recorded answers. 


Classifications included in the study were: food The study is available to interested firms at all 


products, beverages, refrigerators, radios, furni- — Scripps-Howard National Advertising Offices. 


SCRIPPS * HOWARD 


MEMBERS OF THE UNITED PRESS...OF THE AUDIT 
BUREAU OF CIRCULATIONS...AND OF MEDIA RECORDS, ‘i 


INC, 
NEW YORK World-Telegram BUFFALO ] mes DENVER News BIRMINGHAM Post WASHINGTON News KNOXVILLE News-Sentinel 
CLEVELAND Press INDIANAPOLIS Tames POLEDO News-Bee MEMPHIS Press-Scrmttar FORT WORTH Press EL PASO. . . Herald-Post 
PITTSBURGH Press CINCINNATI Post COLUMBUS Catezen MEMPHIS Commercial Appeal OKLAHOMA CITY News SAN DIEGO ... Sun 
SAN FRANCISCO News KENTUCKY POST Cove AKRON Tames-Press HOUSTON Press ALBUQUERQUE Tribune EVANSVILLE. . . Press 


ton edition, Cincinnati: Post 


NATIONAL ADVERTISING DEPARTMENT, 230 PARK AVENUE, NEW YORK + CHICAGO + SAN FRANCISCO DETROIT + LOS ANGELES + ATLANTA «+ PHILADELPHIA + DALLAS 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


REFRESHING DISPLAY AN EYE-CATCHER YIPPEE! THE FALL ROUNDUP SEASON'S COMIN' 
ruuy COOL-CEAD aes 


uli 


7 
VW 


there IS LIFE, theres ja 
SES; y— ie 


SRCOMUE: 


ev Dieteticutty WOW-FATTENING 


Action is introduced in this new Hotpoint display by means of a concealed 
electric fan which directs a breeze onto the ribbons of milady's hat. Maxon, Inc., Acme Breweries, San Francisco, is preparing for the rodeos and fall roundup season in true Western style. This 24-sheet 
is the agency. poster will soon make its appearance. Emil Brisacher and Staff is the agency. 
ARIZONA AL DOES SOME FANCY WINDOW TRIMMING JUMPING JACK STATUETTES HELP SALES 
co eas Sa Te aE STEN ee Ce ees 


fve seen 
canis fram 3 
4 Maar’. 


WHITE CLEANER 


unthatetenatineae 


Shoe cleaner display being distributed by Hecker Products Corporation depicts 
love in springtime. Polygraphic Company of America created the display. 


ACADEMIC FIELD DAY FOR CLEVELAND CLUB 


ae he 


When the Phoenix Republic and Gazette remodeled its plant, two large windows were reserved for promotional pur- 
poses. Here's the latest—with Arizona Al, the paper's popular promotion personality doing his stuff. And—er—oh yes! 
The entire display is made up of the paper's insertions in Advertising Age. 


WHEN THE T. P. A. FROLICKED AT ANNUAL OUTING 


The Cleveland Advertising Club's “candidates’ field day" last week took the form 
of an academic burlesque, with professorial togas, beards and political chicanery 
thrown in for good measure. One of the groups included: Dr. Felix Held, Ohio 
State University; Sterling E. Graham, Cleveland Plain Dealer, and club president; 
Clay Reely, Fuller & Smith & Ross; and Horace Williams, William Feather Co. 


NEW MOTION DISPLAY MAKES DEBUT 


a 
 D.- 


The cameraman caught the 
informal side of the indus- 
trial advertising field when 
the Technical Publicity As- 
sociation held its annual 
outing recently at Plandome 
Country Club, Long Island. 


EVERY POSTER ON 


* EYE LEVEL 


Starting at the upper left 
we find the shooter” being 
shot—Walter Funnell, Ana- 
conda Company: center, 
TPA prexy, Ed Phoenix, 
Company; upper right, James White, president, Rickard & Co.: lower left, Roger Wensley, president, G. M. 
ny; and Rufus Choate, N. W. Ayer & Son, seems cool enough without a coat and hat while Mason Britton, This is the “Selvertiser,” a moving multiple poster machine thet will be introduced 
vice-president, McGraw-Hill Publishing Company, decides he'd better keep his on. shortly in several hundred United Cigar and Whelan Drug stores in Eastern cities. 
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Times circulation rates among 
the highest in the country in per- 
cent of home-delivered copies. 
It covers the families who spend 
two-thirds of the County’s one 
and one-half billion annual in- 
come. This fact is proved by 
repeated surveys made by im- 
partial advertisers, and by the 
Times’ consistent and sweeping 
leadership in all departments of 


advertising. (Write for details. ) 


TIMES DAILY 
CIRCULATION 


228,366 


More Than Ever Before . . . . . LARGEST 
MORNING CIRCULATION ON THE COAST 


THE SCORE IN LOS ANGELES 


Showing gains or losses of all Los Angeles newspapers for the three months ending 
March 31, 1938, compared with a like period six-months ago. 


LOS ANGELES TIMES Gain 20,410 


Herald-Express Loss 35,086 
Examiner Loss 13,748 
Daily News Gain 1,305 
Evening News Gain 6,123 


During the same period the Sunday Times likewise 
: ; reached a new high peak — 361,787 — the fastest- 


growing Sunday circulation in the retail trading zone. 


LOS ANGELES TIMES 


Write Williams, Lawrence & Cresmer, Inc., New York, Chicago, Detroit, San Francisco, or to the national advertising 


department of The Times. 
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